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We’ve  included  a prerecorded 
audiocassette  with  this  module.  The 
cassette  will  help  you  work  through 
the  material  and  it  will  enhance  your 
listening  skills. 

So  whenever  you  see  this  icon, 


Welcome  to  Module  6! 


We  hope  you’ll  enjoy  your  study  of 
What  I Believe. 


Since  there  are  no  response  lines  provided  in  the 
Student  Module  Booklets  of  this  course,  you’ll  need  a 
notebook  or  lined  paper  to  respond  to  questions, 
complete  charts,  and  answer  questionnaires.  It’s 
important  to  keep  your  lined  paper  handy  as  you  work 
through  the  material  and  to  keep  your  responses 
together  in  a notebook  or  binder  for  review  purposes 
later.  Read  all  the  questions  carefully,  and  respond  to 
them  as  completely  as  possible.  Then  compare  your 
responses  with  the  ones  supplied  in  the  Appendix. 


Some  of  your  personal  responses  you’ll  be  asked  to 
keep  in  a separate  folder  - your  Writing  Folder.  This 
is  explained  in  Module  1 . 


Remember  to  work  through 
all  the  activities  in  each 
| section  before  attempting 
* the  assignment  for  that 
section.  This  will  help  you 
achieve  better  success  in 
your  studies. 
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MODULE  OVERVIEW 


Put  yourself  into  the  following  situations  and  think  about  what  you’d  do: 

• Your  friends  want  you  to  go  to  a party  that  promises  to  be  fun,  but  you  know  there’ll  be  things 
going  on  there  that  could  easily  get  out  of  hand  and  land  you  in  trouble. 


•You  want  to  go  to  college  or  university,  but  your  family  is  relying  on  you  for  financial  support. 


• You’d  like  to  get  away  from  the  town  where  you  grew  up  but  feel  guilty  about  leaving  those  who 
love  you. 


Decisions  like  these  involve  conflicts  in  values,  and  what  you  decide  will  reflect  the  values  that  are  more 
important  to  you.  Throughout  your  life  you’ll  find  yourself  forced  to  decide  in  situations  such  as  these, 
and  often  coming  to  a decision  won’t  be  easy. 

Values  are  fundamental  to  everyone’s  life.  What  you  think  and  how  you  behave  are  influenced  by  your 
own  beliefs  and  values.  You’ve  undoubtedly  already  made  some  significant  decisions  or  choices 
because  some  things  are  just  more  important  to  you  than  others.  But  what  you  hold  to  be  most  dear 
doesn’t  always  stay  the  same.  Over  time,  experience  will  help  shape  your  values. 

In  this  module  you’ll  be  looking  at  values  as  they  relate  to  advertising,  as  they  occur  in  literature,  and  as 
they  play  a role  in  your  daily  life.  In  the  final  section  you’ll  work  at  developing  your  skills  in  presenting 
your  own  values  and  in  listening  to,  and  analysing,  how  others  present  their  values  to  you. 
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Evaluation 


Your  mark  for  this  module  will  be  determined  by  how  well  you  complete  the  assignments  at  the  end  of 
each  section.  In  this  module  you  must  complete  three  assignments.  The  mark  distribution  is  as  follows: 


Section  1 Assignment 
Section  2 Assignment 
Section  3 Assignment 
TOTAL 


35  marks 
35  marks 
30  marks 
100  marks 


When  doing  your  assignments,  work  slowly  and  carefully.  If  you’re  having  difficulties,  go  back  and 
review  the  appropriate  section. 


Read  all  parts  of  your  assignment  carefully.  Plan  and  do  your  rough  work  on  your  own  paper.  Revise 
and  edit  your  responses;  then  set  up  your  final  copy  for  submission  on  your  own  paper.  Lined  looseleaf 
is  recommended.  Make  sure  your  answers  are  neat  and  organized,  with  wide  left  margins  and  space  for 
teacher  comments  after  each  assignment. 


When  you  see  this  icon,  ideas  and  details  are  provided  to  help  you  set  up  and  organize  your  answer  in  a 
certain  way. 

Before  submitting  your  responses,  be  sure  to  proofread  them  carefully  to  ensure  that  they  say  what  you 
want,  that  they’re  neat  and  clear,  and  that  they’re  complete  and  missing  no  material. 

You’ll  be  submitting  only  your  assignment  response  pages  (and  in  some  cases  an  audiotape  or 
videotape  cassette)  for  evaluation. 


COURSE  OVERVIEW 


English  20  contains  eight  modules. 
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SECTION 


BELIEFS  AND 
ADVERTISING 


Did  you  know  that 

• the  average  student  sees  or  hears  hundreds  of  advertisements  a day? 

• Canadian  children  watch  an  average  of  183  hours  of  commercials  each  year? 

• by  the  time  students  graduate  from  high  school,  they  will  have  been  exposed  to  more  than  350  000 
television  commercials? 


• by  the  time  these  same  students  have  reached  the  age  of  sixty,  they  will  have  been  exposed  to  fifty 
million  advertisements? 

• it  often  costs  more  money  to  produce  one  thirty-second  commercial  than  an  entire  television 
program;  and  second  for  second,  a commercial  is  more  expensive  than  a major  film? 

• in  1 984  advertisers  in  Canada  spent  six  billion  dollars  promoting  their  products,  and  doubtless  this 
figure  has  increased  substantially  since? 
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One  of  the  driving  forces  in  our  society  is  advertising.  Some  experts  claim  that  advertising  distorts 
reality  and  plays  upon  many  of  our  vulnerabilities  - for  example,  our  desires  to  be  healthy,  to  be 
accepted,  and  to  be  loved.  Others  feel  advertising  fulfils  an  important  function  in  promoting  economic 
growth  in  our  consumer  society  where  buying  goods  is  essential. 

Whether  advertising  is  “good”  or  “bad”  depends  on  your  point  of  view;  however,  it’s  important  to 
examine  advertisements  critically  and  to  be  conscious  of  the  “tricks  of  the  trade.”  In  this  section  you’ll 
take  a “behind  the  scenes”  look  at  advertising.  This  should  help  you  become  a more  critical  consumer. 
You’ll  get  the  chance  to  demonstrate  your  expertise  in  advertising  techniques  when  you  complete  your 
Section  1 Assignment. 


Activity  1:  Living  in  a Material  World 


Cuz  I’m  living  in  a material  world,  and  I’m  a material  girl. 

- Madonna 


Madonna’s  hit  song  in  the  80s  illustrates  our  society’s  preoccupation 
with  material  goods.  Advertisements  play  a major  role  in  convincing 
consumers  to  buy  the  newest  and  the  best.  Some  people  would  argue 
that  we’ve  lost  contact  with  traditional  values  such  as  honesty,  self- 
sacrifice,  and  family.  Instead,  we’ve  put  our  efforts  into  the  pursuit  of 
possessions  and  personal  wealth. 


1 . Have  you  ever  stopped  for  a moment  to  consider  what  your  beliefs  and  values  are?  What  follows  is 
a chart  with  examples  of  values.  Make  a similar  chart  in  your  notebook  and  fill  in  some  of  your  own 
values  in  the  spaces  provided. 


Compare  your  response  with  the  one  in  the  Appendix,  Section  1 : Activity  1 . 


Section  1 : Beliefs  and  Advertising 
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r WRITING  FOLDER  — — 

In  your  Writing  Folder  respond  to  the  following  ideas. 


You’ve  just  spent  some  time  thinking  about  some  of  your  values.  Have  you  ever  considered  how 
you’d  rank  them  in  order  of  priority?  Try  to  list  your  top  five  values;  then  provide  a brief 
explanation  why  each  is  important  to  you. 


Is  this  debate  over  materialism  a new  one?  Not  at  all.  You’re  now  going  to  look  back  to  the  early 
nineteenth  century  at  a poem  which  talks  of  one  person’s  protest  against  a society  caught  up  in  the 
pursuit  of  material  possessions. 


Turn  to  page  466  in  Literary  Experiences  and  carefully  read,  at  least  three  times,  the  poem  “The  World 
Is  Too  Much  with  Us”  by  William  Wordsworth.  Follow  these  pointers  while  reading: 

• In  your  first  reading  of  the  poem,  read  it  out  loud.  In  this  first  reading  just  try  to  get  a general 
feeling  about  the  poem.  Be  sure  to  follow  the  punctuation;  it  will  help  to  tell  you  how  the  poem 
should  be  read. 


• Your  second  reading  should  be  a silent  one  and  more  considered  than  the  first.  Make  a list  of 
words  you  may  not  know  and  look  them  up  in  the  dictionary.  At  this  point  discuss  the  poem  with 
your  learning  facilitator  or  a partner  if  possible.  Consider  who  - and  where  - the  speaker  of  the 
poem  is. 

• Your  third  reading  should  again  be  aloud.  This  time  try  to  put  yourself  into  the  speaker’s  shoes. 
Think  about  the  mood  the  speaker  may  be  in.  Now  you’re  ready  to  consider  the  poem  at  some 
greater  depth. 


Read  the  poem  now.  Then  do  the  Writing  Folder  exercise  that  follows. 


WRITING  FOLDER  — — — — 

In  your  Writing  Folder  describe  your  feelings  about  Wordsworth’s  poem.  How  do  you 
respond  to  it  personally? 


€ 


Sonnet:  a 

rhymed  poem  of 
fourteen  lines 
expressing  a 
single  idea 


Wordsworth’s  poem  is  a sonnet,  which  can  generally  be  described  as  a poem  of  fourteen  lines  that 
expresses  the  personal  thoughts  and  feelings  of  the  poet.  Many  sonnets  are  divided  into  two  parts:  the 
octave  (the  first  eight  lines)  and  the  sestet  (the  last  six  lines). 

“The  World  Is  Too  Much  with  Us”  follows  this  pattern. 

Usually  in  a sonnet  there’s  a significant  difference  between  the  octave  and  the  sestet.  The  poet  may 
change  the  focus,  style,  and  message  of  the  poem.  For  example,  the  octave  may  pose  a problem  and  the 
sestet  resolve  it.  In  Wordsworth’s  poem,  you’ll  examine  the  octave  and  the  sestet  separately  and  then 
look  at  the  poem  as  a whole. 
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PHOTO  SEARCH  LTD. 


2.  Answer  the  following  questions  about  “The  World  Is  Too  Much  with  Us.” 

a.  Who  is  the  speaker  in  the  poem?  Describe  the  situation  the  speaker  is  in.  (Since  Wordsworth 
was  male,  and  there’s  no  reason  to  suppose  he  was  deliberately  adopting  a persona  in  his  poem, 
from  now  on  the  speaker  will  be  referred  to  as  he.) 

b.  In  the  octave,  the  speaker  of  the  poem  lets  us  know  how  he’s  feeling  when  he  says  “we  are  out 
of  tune.”  How  do  you  interpret  these  words? 

c.  In  the  second  line  he  says  “Getting  and  spending,  we  lay  waste  our  powers.” 

1 ) What  does  this  mean? 

2)  Does  this  give  you  any  clues  as  to  why  he’s  feeling  “out  of  tune”?  Explain. 

d.  In  the  sestet  Wordsworth  shifts  the  focus  of  his  poem  from  society  at  large  to  himself.  He  tells 
us  he’d  rather  live  in  another  age  and  time  - as  a “Pagan  suckled  in  a creed  outworn.”  What 
does  he  mean  by  this? 

e.  In  the  last  two  lines  of  the  sonnet  Wordsworth  makes  reference  to  figures  from  Greek 
mythology.  Can  you  identify  the  source  of  the  following  allusions?  (To  answer  this  question, 
you  could  try  a dictionary  and/or  an  encyclopedia.  As  well,  you  could  look  up  a book  on 
mythology  in  a library.) 

1 ) Proteus 

2)  Triton 


Section  1 : Beliefs  and  Advertising 
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f.  According  to  Wordsworth,  what  were  the  values  that  dominated  society  at  the  time  he  wrote 
this  poem? 

g.  Do  you  think  that  society  today  has  the  same  values  as  Wordsworth’s?  Explain 

h.  Do  you  think  your  own  personal  values  more  closely  resemble  Wordsworth’s  or  those  he 
criticizes?  Explain. 

Compare  your  responses  with  those  in  the  Appendix,  Section  1 : Activity  1 . 

In  spite  of  how  you  might  feel  about  materialism,  buying  and  selling  are  here  to  stay.  And  a big  part  of 
the  business  world  is  advertising.  Advertising  is  also  a big  part  of  your  life.  You’re  still  not  convinced? 
The  Writing  Folder  exercise  that  follows  suggests  a few  questions  that  just  might  get  you  to  think 
otherwise. 


WRITING  FOLDER  — — 

In  your  Writing  Folder  respond  to  the  following  questions. 


• Are  there  any  magazine  advertisements  pinned  up  in  your  locker?  If  so,  what  aspects  of 
them  are  appealing  to  you? 

• Do  you  own  any  clothing  that  advertises?  Why  would  the  manufacturer  want  you  to  wear 
these  clothes? 

• What’s  your  favourite  TV  commercial?  Why?  Which  commercial  do  you  dislike  the 
most?  Why? 

• How  much  attention  do  you  pay  to  advertisements?  Do  you  change  the  channel  when 
commercials  come  on?  What  about  ads  in  magazines?  Do  you  ever  give  them  more  than 
just  a glance? 

• Do  you  ever  find  yourself  humming  or  singing  a tune  from  a commercial?  Which  ones? 

• How  do  advertisements  influence  your  choice  of  products  to  purchase? 
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rr. 


You  can  see  that  advertisements 
can  be  found  almost  everywhere. 


^ f1 


Because  they’re  so  numerous,  they’re 
easy  to  ignore.  But  that  doesn’t  mean 
they  don’t  have  an  impact  on  you. 


In  the  next  activity,  we’ll  look  at 
a cornerstone  of  advertising  - 
propaganda.  This  should  start 
to  make  things  a little  clearer. 


You  know  I never 
realized  that  I was 
exposed  to  so  many 
different  types  of  ads. 


I suppose  you’re  right. 
But  I’m  still  not  sure 
how  they  do  that. 


Activity  2:  Propaganda 


Advertising  is  something  you  may  encounter  dozens  of  times  a day.  Reading  magazines  and 
newspapers,  watching  television,  listening  to  the  radio,  driving  along  the  highway,  riding  a bus  - you  see 
ads  everywhere.  But  just  why  do  businesses  advertise?  In  today’s  world  there’s  such  a great  variety  of 
consumer  goods  that  a business  needs  to  advertise  its  products  or  services  to  compete  in  the  marketplace. 
Advertising  performs  two  key  functions: 


• One  function  is  to  give  specific  information.  You’re  told  the  price,  size,  and  colour  of  an  article. 
These  are  facts,  easily  checked.  A good  example  of  this  type  of  advertising  can  be  found  in  the 
classified  section  of  the  newspaper. 


Another  function  is  to  persuade.  You’re  urged  to  buy  a product,  to  accept  an  idea.  A well-known 
entertainer,  for  example,  may  try  to  convince  you  to  buy  a certain  type  of  beverage. 
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Advertising  competes  for  your  attention.  Using  a vast  array  of 
techniques  and  gimmicks,  ads  promise  you,  the  consumer, 
everything  from  fewer  cavities  to  popularity  - even  to  make  all  of 
your  dreams  come  true.  How,  you  ask?  All,  for  the  price  of  the 
product  they’re  selling.  The  main  difficulty  is  that  sometimes 
consumers  are  deceived.  How  many  times  have  you  seen  great- 
looking hamburgers  on  television,  only  to  find  them  in  real  life  to  be 
pretty  ordinary?  Have  you  ever  been  disappointed  after  purchasing  a 
product  based  on  an  advertisement’s  appeal? 

In  the  last  thirty-five  years  television  viewing  has  doubled  and  the 
market  for  your  attention  has  become  fierce.  Commercials  have 
become  very  expensive  to  make,  even  more  sometimes  than  the 
television  programs  they  sponsor.  Because  there  are  more  channels 
and  more  choices,  advertisers  have  to  be  competitive  to  convince  you 
to  open  your  wallet  for  them. 


How  does  advertising  work  and  how  can  consumers  understand  it  so  they’re  less  susceptible  to  its 
influence? 


Propaganda: 

ideas  spread 
deliberately  to 
promote  a cause 


Let’s  begin  by  examining  a key  word  relating 
to  this  entire  issue  - propaganda!  What  do 
you  think  of  when  you  hear  this  word? 


A A 


Many  people  would  agree  with  you.  The  word 
propaganda  has  a negative  connotation  (see 
Module  3).  In  other  words,  propaganda  suggests 
to  most  people  falseness  and  a lack  of  sincerity. 

But  in  fact,  propaganda  can  be  either  good  or  bad. 
Can  you  think  of  any  positive  uses  for  propaganda? 


A A 


Good  example.  Propaganda  can  be  used  to 
win  support  for  ideas,  to  advance  a good 
cause,  and  to  serve  a useful  purpose,  as  well 
as  to  manipulate  people  for  questionable  ends. 


f 

I think  of  someone 
trying  to  trick  me  into 
believing  something 
that’s  not  true. 


A A 


Well,  you  could  say 
that  the  A AD  AC 
commercials 
encourage  young 
people  to  be  aware 
of  the  dangers  of 
drinking  and  taking 
drugs. 
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1.  Think  about  some  advertisements  you’ve  seen  recently  in  magazines  or  on  television.  Do  they 
contain  propaganda  that  you  consider  to  be  positive?  Make  a list  of  a few  ads  that  you  believe 
provide  a positive  message. 


In  our  society  it’s  virtually  impossible  to  escape  the  effect  of  propaganda.  You’re  continually  being 
bombarded  with  messages  vying  for  your  attention  to  buy  this  or  that  product.  Here  are  a few  obvious 
examples  of  vehicles  advertisers  use  to  reach  their  audience. 


• newspapers 

• television 

• radio 

• junk  mail 

2.  Can  you  think  of  any  other  ways  advertisers  reach  the  public? 

Compare  your  responses  with  those  in  the  Appendix,  Section  1 : Activity  2. 


Statement  of  fact: 

an  assertion  that 
can  be  proven  true 
or  false 

Statement  of 
opinion:  an 
assertion  that 
cannot  be  proven 
true  or  false 


To  be  able  to  see  through  persuasion  techniques  - including  outright  attempts  to  mislead  you  - you  must 
be  able  to  think  critically.  This  involves  being  able  to  separate  facts  from  opinions  - something  you 
looked  at  briefly  in  Module  1 . 

A fact,  you’ll  recall,  is  a piece  of  information  that’s  true  and  capable  of  being  verified;  a statement  of 
fact  is  an  assertion  that  can  be  proven  true  or  false.  A statement  of  fact  may  then,  unlike  a fact,  be 
mistaken;  however,  it  can  be  shown  to  be  in  error,  and  corrected. 

By  contrast,  an  opinion  is  a person’s  belief  or  judgement;  a statement  of  opinion  is  an  assertion  that 
cannot  be  proven  to  be  true  or  false  because  it  expresses  a personal  viewpoint. 

Here  are  two  examples: 

• Statement  of  fact:  The  Flames  are  in  first  place.  (Note  that  this  may  or  may  not  be  true,  but  it 
can  easily  be  verified.  If  it’s  proven  true,  it’s  a fact.) 


• Statement  of  opinion:  The  Flames  are  the  most  exciting  team  in  the  NHL.  (This  expresses  one 
person’s  judgement.  It  cannot  be  proven  true  or  false.) 

With  a partner  or  your  learning  facilitator,  if  possible,  discuss  the  issue  of  facts  versus  opinions  in 
advertisements.  Consider  the  following  questions: 


• Are  “facts”  presented  in  ads  reliable? 

• How  do  ads  disguise  opinions  so  they  appear  to  be  facts? 

• Do  you  generally  accept  advertisements  to  be  truthful?  Why  or  why  not? 


If  you’re  working  alone,  think  about  these  questions.  Jot  down  your  ideas  on  a piece  of  paper. 

3.  The  following  statements  are  patterned  on  current  advertisements.  Based  on  your  observations  and 
experience,  which  would  you  say  are  statements  of  fact?  Which  are  statements  of  opinion?  Write 
your  answers  in  your  notebook.  The  first  one  is  done  as  an  example. 
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a. 

Every  year  multiple  sclerosis  attacks  a number  of  young  people. 

b. 

The  use  of  telecommunications  will  give  your  company  an  edge  over  its 
competitors. 

c. 

An  effective  deodorant  ensures  corporate  success. 

d. 

This  is  a makeup  that  does  more  than  look  terrific.  It  helps  give  you  back  the 
innocent  skin  you  were  bom  with.  And  that’s  beautiful. 

e. 

Isn’t  sharing  and  caring  what  love  is  all  about? 

f. 

It  wasn’t  until  the  latter  part  of  the  nineteenth  century  that  Royal  Doulton 
began  producing  bone  china. 

g- 

Tunics  are  always  fashionable  and  wearable. 

h. 

Convenient  downtown  locations,  spacious,  elegant  rooms,  and  the  wide 
choice  of  fine  dining  will  make  a trip  both  memorable  and  re  warding. 

i. 

Interest  rates  are  at  a thirty-year  low. 

j- 

Driving  a sports  car  influences  your  insurance  rates. 

k. 

At  the  opening  of  Parliament,  the  Governor  General  reads  the  speech  from 
the  throne. 

1. 

Short-haired  dogs  are  nicer  than  the  long-haired  variety. 

Compare  your  responses  with  those  in  the  Appendix,  Section  1 : Activity  2. 

The  purpose  of  propaganda  is  to  convince  people  before  they’ve  had  the  chance  to  consider  other 
opinions  or  examine  proof.  Keep  in  mind  that  propaganda  is  in  itself  neither  sinister  nor  evil;  but  you 
need  to  be  aware  of  it  so  you  can  recognize  when  people  are  being  “conned.” 

In  the  next  activity  you’ll  look  at  specific  techniques  employed  by  advertisers. 
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Activity  3:  The  Power  of  Persuasion 


The  Science  of  Advertising 


People  are  suspicious  of  persuasion  and  with  good  reason.  It’s  become  a 
multibillion-dollar  industry.  Professional  persuaders  and  advertisers 
work  through  the  mass  media  with  large  sums  of  money  at  their  disposal. 
They  study  the  attitudes  of  audience  through  marketing  agencies  by 
means  of  sampling  techniques  and  interviews,  and  they  test  audience 
response  through  various  kinds  of  polls.  This  is  called  market  research. 
Through  such  an  in-depth  analysis  of  your  behaviour,  they  learn  about 
your  wants,  fears,  and  spending  habits.  Once  these  are  known,  you’re 
vulnerable  to  the  elaborate  campaigns  they  stage  to  manipulate  your 
attitudes. 


Can  you  give  us  an 
example  of  market 
research  in  action? 


Sure.  Have  you  noticed  all  the 
“clear” products  around  these  days? 
clear  pop?  clear  soap?  clear  - well 
you  name  it.  That’s  all  because 
market  researchers  determined  that 
people  equate  clarity  with  purity. 


Yeah,  and  the  advertisers  develop 
campaigns  to  make  sure  people  keep 
on  thinking  that  clear  products  don’t 
have  as  many  chemicals  and  other 
garbage  in  them. 
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OK,  I get  that  part,  but 
I’m  still  not  sure  how 
broadcasters  make  their 
money  from  advertising. 


Well,  it  usually  happens  like  this: 
the  networks  sell  advertising  time 
to  companies  in  fifteen-,  thirty-, 
and  sixty-second  blocks. 


How  do  they 
know  how  much 
to  charge  them? 


OK,  but  how  do  they 
know  who’s  watching 
what  when? 


Actually,  there  are  two  factors 
they  consider:  the  time  of  day 
and  the  size  of  the  audience. 
There  are  more  viewers  in  the 
prime-time  spots  - between 
eight  and  eleven  in  the  evening 
- so  they  charge  advertisers 
more  at  these  peak  hours. 


Advertisers  employ  agencies  that  conduct  demographic  studies  - studies  of  human  populations.  What 
that  means  is  that  these  companies  daily  measure  the  viewing  habits  of  the  public  to  determine  the  age, 
sex,  income,  and  education  of  audiences.  This  information  is  sold  to  advertisers  who  use  it  to  make 
decisions  about  when  to  schedule  their  commercials. 

The  same  techniques  advertisers  use  to  sell  goods  are  used  in  politics  to  merchandise  candidates  and 
issues.  Like  advertisers,  political  experts  scientifically  select  their  appeals.  They  “create”  candidates  by 
using  favourable  images  along  with  carefully  staged  productions,  planned  repetitions,  slogans  on 
billboards,  television  appearances,  cartoons,  charts,  radio  ads,  newsletters,  and  interviews. 


If  you’re  in  a classroom,  disscuss  political  advertising  with  your  learning  facilitator  or  a partner. 
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Techniques  of  Persuasion 

Advertisers  use  two  basic  techniques  for  attracting 
customers: 

• claims 

• appeals 


Claims  provide  facts  and  information  about 
products  that  highlight  their  features  and 
benefits.  This  approach  appeals  to  the  rational 
part  of  the  consumer’s  mind.  When  a soft- 
drink  commercial  says  that  Zappo  costs  less  than 
Refresh,  the  advertisers  are  trying  to  persuade 
you  by  using  one  of  their  “facts.” 

Appeals,  on  the  other  hand,  target  the 
emotional  side  of  your  personality.  They 
play  upon  desires,  dreams,  beliefs,  and 
fears.  A margarine  commercial,  for 
example,  may  play  upon  the  public’s  fear 
of  heart  attacks  and  attract  buyers  by 
emphasizing  the  low  cholesterol  levels  in 
the  product.  Appeals  also  focus  on  the 
consumer  benefits  (what  the  ad’s  audience 
wants)  as  opposed  to  product  features. 

Here  are  three  benefits  that  commercials  often 
promise: 


better  health  (increased  strength, 
more  vigour,  greater  endurance,  a 
longer  life) 


• greater  popularity  (through  a more  attractive  personality  or  through  personal  accomplishments) 

• more  money  (for  spending,  saving,  giving  to  others) 

1 . Try  to  identify  three  more  benefits  that  ads  sometimes  promise. 


Compare  your  response  with  the  one  in  the  Appendix,  Section  1 : Activity  3. 


WRITING  FOLDER  — — — — — 

In  your  Writing  Folder  respond  to  the  following: 


How  do  you  respond  to  ads  that  use  appeals  to  your  desire  for  better  health  or  greater  popularity? 
Be  honest,  and  try  to  refer  to  specific  examples. 
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Now  listen  in  on  this  classroom  exchange. 


Jake: 

Teacher: 

Logical  fallacy: 
an  argument  that 
appears  to  be 
logical  but  really  Wit: 
is  not 

Teacher: 

Suzanne: 

Teacher: 

Tom: 

Teacher: 

Jenna: 

Teacher: 

Jake: 

Teacher: 


I’m  still  not  clear  on  the  difference  between  claims  and  appeals.  Can  you  explain  further? 

Sure.  Claims  present  information  or  opinions  - often  in  a one-sided  or  misleading 
manner.  Ads  using  this  technique  frequently  depend  on  logical  fallacies  to  convince  the 
viewing  public. 

You  mean  they  use  logic  that  doesn’t  make  sense? 

That’s  it  exactly.  The  logical-fallacy  technique  presents  ideas  in  a manner  that  appears 
logical,  even  though  the  apparent  logic  is  false.  Can  anyone  think  of  an  example? 

I think  so.  At  my  favourite  “family  restaurant”  they  keep  saying  how  many  burgers  they’ve 
served.  It’s  as  if  they’re  saying  “If  billions  have  eaten  at  this  restaurant,  you  should  too.” 

Great  example  of  a claim!  Now  appeals  are  different  from  claims  because  they  use 
drama,  jingles,  slogans,  and  pictures  to  create  moods  or  feelings  in  you  that  convince  you 
to  buy  a particular  product. 

I know  what  you  mean.  Some  commercials  seem  to  talk  about  everything  except  the 
value  of  the  product. 

Right.  In  these  ads  the  goal  is  to  create  a positive  feeling  about  the  product.  Can  you 
think  of  any  examples  of  this? 

Sure.  The  ones  about  long  distance  phone  calls.  They  seem  to  prey  upon  people’s 
loneliness  and  how  good  they’d  feel  if  they  called  up  a loved  one. 

Exactly.  And  some  commercials  have  become  a type  of  entertainment;  sometimes 
there’s  even  a story  line.  In  one  series  of  soft-drink  ads,  for  example,  viewers  get  caught 
up  in  the  struggles  of  a young  man  trying  to  get  a pop  for  a beautiful  woman. 

Yeah.  Those  ads  were  great ...  but  of  course,  they  never  got  me  to  buy  the  product. 

Of  course  not!  But  now  let’s  look  at  some  more  specific  types  of  claims  and  appeals. 
Here’s  a chart  that  names  a few. 
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Persuasion  Techniques  - Some  Examples 

Claims 

Appeals 

•“Our  Product  Is  Something  You  Can  Trust’ 

• “Our  Product  Is  Superior"’ 

• “Our  Product  - Buy  It!  Everyone  Else  Does” 

• “Our  Product  Can  (Might,  May)  Help” 

• “Our  Product  Does  it  Better"’ 

•“Our  Product  - The  One  That  Functions” 

• “Our  Product  - You  Deserve  It!” 

• “Our  Product  Will  Make  You  Happy” 

• “Our  Product  Will  Make  You  the  Envy  of  Others” 

• “Our  Product  Will  Protect  You” 

Now  here’s  a closer  look  at  each  of  these  techniques. 
Claims 

• “Our  Product  Is  Something  You  Can  Trust” 


If  you  have  confidence  in  a product,  you’re  more  likely  to  buy  it. 
Consequently,  advertisers  try  to  win  your  trust  in  a variety  of 
ways.  One  technique  associates  a product  with  a word  or  idea  that 
carries  authority,  honour,  prestige,  or  respect.  A case  in  point  is 
the  Good  Housekeeping  Seal  of  Approval.  The  buyer  is 
influenced  by  the  authority  and  dependability  of  the  Good 
Housekeeping  Institute  as  well  as  the  quality  of  the  product. 
Likewise,  consumers  buy  toothpaste  because  it’s  endorsed  by  the 
Canadian  Dental  Association.  This  technique  is  also  at  work  in 
advertisements  using  attractive,  clean-cut  people  to  endorse  them. 
You  feel  that  somehow  you  can  tmst  this  sort  of  person,  and  that 
feeling  is  transferred  to  the  product.  The  appeal  the  advertisement  has  for 
you  influences  how  you  feel  about  the  product,  too.  If  you  like  the  ad  and 
its  approach,  you’re  more  likely  to  react  favourably  toward  the  product. 


Here  are  some  specific  techniques  advertisers  use  to  win  consumer  confidence. 


- Celebrity  Testimonial 


This  approach  associates  an  idea  with 
a famous  or  respected  person  even 
though  he  or  she  may  not  be  an 
authority  in  that  field.  This  person 
may  be  a movie  star,  athlete,  or  even  a 
government  official.  It  was  once 
common  to  see  an  actor  playing  the 
part,  though  the  trend  today  is  to  use 
company  presidents  and  ordinary 
people  because  the  modem  consumer 
sees  them  as  being  more  credible. 

You  can  probably  think  of  examples  of  this  sort  of  thing.  Always  keep  in  mind  that  most 
participants  in  testimonials  are  paid  - well  paid  - for  their  endorsements.  In  the  case  of 
company  officials,  of  course,  this  payment  is  by  way  of  increased  sales. 
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- Expert  Testimonial 

Most  people  respect  the  opinion  of 
professional  people,  so  often  you’ll 
see  doctors,  dentists,  or  scientists 
endorsing  products. 


- Plain  Folks 


This  technique  associates  an  idea 
with  common,  everyday  people  and 
their  presumed  virtues.  The  classic 
example  is  the  case  of  politicians 
who,  particularly  in  an  election  year, 
show  their  devotion  to  little  children 
and  to  their  homes  and  families. 
They  do  this  to  gain  the  support  of 
the  common  person.  Employers, 
too,  use  this  technique  when  they 
call  employees  by  their  first  names 
and  inquire  about  the  well-being  of 
their  families.  The  plain-folks 
technique  is  further  exemplified  by 
the  increasing  number  of  average- 
looking people  being  used  in  ads. 


A.  IwSfiral 
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“Shucks,  folks,  1 put  my  socks  on  one 
at  a time  just  like  you.  Vote  for  me!” 

• “Our  Product  Is  Superior” 

Sometimes  advertisers  claim  that  a 
particular  product  is  special  because  it 
contains  a “magic  ingredient”  that  sets  it 
apart  from  its  competitors.  Words  like 
new  and  improved  are  frequently  used. 
These  ads  often  rely  on  test  results  that 
purport  to  show  that  the  advertised 
product’s  superiority  is  scientifically 
based.  Notice  that  advertisements  are 
quick  to  use  vague  phrases  like  “doctors 
have  concluded,  ” “laboratory  tests 
reveal,”  and  “science  proves”  to 
convince  you  to  buy  a product. 


If  you  suffer 
from  nasal 
congestion, 
buy  NEW 
FORMULA 
SINUDRAIN! 
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• “Our  Product  - Buy  It!  Everyone  Else  Does” 

This  “bandwagon”  technique  asks  that  you 
follow  the  crowd.  It  plays  on  people’s  desire 
to  conform  by  claiming  that  “everyone  else” 
believes  an  idea  or  behaves  in  a certain 
manner.  Everybody’s  doing  it!  And  no  one 
likes  to  be  different.  The  “keep-up-with-the- 
Joneses”  syndrome  is  an  effective  selling 
technique.  If  “nine  out  of  ten  men  use  this 
brand,”  you  can  be  sure  John  Doe  will 
consider  using  it  too. 


Join  the  crowd  and  enjoy  the  taste 
of  Mountain  Stream  Spritzer! 


• “Our  Product  Can  (Might,  May)  Help” 

Because  companies  are  concerned  about  false 
advertising  charges,  they  avoid  making  bold 
statements.  Instead  of  saying  a particular 
makeup  will  make  you  look  younger,  the  ad 
simply  says  it  will  help  you  to  look  younger. 
These  claims  employ  “weasel  words,”  which 
are  vague  words  like  helps , fights,  and 
virtually.  They  mislead  you  into  thinking  the 
product  is  better  than  it  really  is,  but  they 
don’t  promise  anything. 


Concerned  about  your  breath?  Buy 
our  mouthwash.  Biisterine  helps  to 
fight  those  nasty  odour-causing 
germs  that  can  create  bad  breath. 


• “Our  Product  Does  It  Better” 

This  is  the  unfinished  claim.  You’re  told  the 
product  performs  better,  but  better  than  what? 
This  sort  of  claim  is  being  used  whenever  you 
see  phrases  like  these: 

- “refreshes  better” 

- “lasts  longer” 

- “works  harder” 

- “is  used  by  more  doctors,  mothers, 
businesses” 
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• “Our  Product  - The  One  That  Functions” 


This  is  the  so- what  claim.  Does  it  matter  that 
astronauts  wore  this  underwear  to  the  moon? 
Does  this  fact  make  it  a better  product? 


Try  new  Fruit 
of  the  Moon 
underwear.  The 
only  underwear 
that’s  been  to  the  moon! 


Appeals 

• “Our  Product  - You  Deserve  It!” 

Some  advertisers  exploit  the  idea  that  people 
believe  they  deserve  a break.  Phrases  like 
“You  deserve  a treat  today!”  “Give  yourself 
a break,”  and  “You  owe  it  to  yourself’  are 
commonly  used  in  these  advertisements. 


Olde  England  is 
waiting  for  you. 
Don’t  you  think 
you  deserve  it? 


• “Our  Product  Will  Make  You  Happy” 


The  desire  to  be  accepted  and  loved  is  a 
powerful  motivator.  Advertisers  take 
advantage  of  this  by  encouraging  you  to 
believe  that  using  a particular  product  will 
make  you  more  attractive,  more  popular,  and 
ultimately  a happier  person. 


• “Our  Product  Will  Make  You  the  Envy  of  Others” 

The  way  you  look  at  yourself  and  the  way  you 
want  others  to  see  you  can  be  tapped  by 
advertisers.  While  many  ads  promise  that 
you’ll  be  more  youthful,  or  successful,  or 
accepted  if  you  buy  a particular  product, 
others  compliment  you  on  your  distinctive 
taste  and  superiority.  This  “snob  appeal” 
approach  associates  a product  with  a 
desirable  life  style;  it’s  designed  to  make 
people  want  a product  that  makes  them 
distinctive  and  somehow  “classier”  than 
other  people  (in  this  sense  it’s  the  opposite  of 
the  bandwagon  approach). 


You’re  in  a class  by  yourself  in  this 
new  Superba!  Elegant,  stylish,  with 
just  the  right  touch  of  brash! 


Eyes  by  Miss  Iris.  Your  husband 
will  love  you  more  than  you  ever 
thought  possible. 
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Closely  related  to  this  technique  is  that  of  “psychological  obsolescence,”  which  creates  in  consumers  a 
dissatisfaction  with  the  old  and  outmoded.  It  does  this  by  making  people  style-conscious  and  then 
creating  new  styles  and  features  each  year.  As  so  often  happens  with  cars,  telephones,  and  appliances, 
even  a simple  change  in  colour  can  make  you  dissatisfied  with  the  product  you  have. 

Also  related  to  this  sort  of  technique  is  the  use  of  “glittering  generalities,”  which  associate  an  idea  with 
a “virtue  word.”  A virtue  word  is  an  abstract  idea  that  most  people  accept  without  question  or 
examination.  Everyone  uses  glittering  generalities  to  express  opinions.  People  talk  about  such  things  as 
truth,  freedom,  honour,  liberty,  and  progress  to  win  others  to  their  way  of  thinking.  Advertisers  describe 
a product  as  “smooth,”  “economical,”  “elegant,”  or  “modem”  to  encourage  others  to  buy  it.  Such  words 
connote  something  highly  desirable,  yet  they  promise  much  without  a commitment  to  anything  specific. 
If  a cereal  claims  to  be  made  from  “natural”  ingredients,  it  sounds  like  a great  idea.  But  what  exactly 
does  “natural”  mean? 


• “Our  Product  Will  Protect  You” 


Some  ads  play  upon  fears  you  might 
have  about  your  health,  travelling  - 
you  name  it!  You  might  lose  a friend 
if  your  breath  or  deodorant  fail  you. 
You  don’t  want  to  get  caught  in 
Europe  without  traveller’s  cheques. 
You  want  to  buy  only  products  that 
are  “environmentally  friendly”  for 
fear  of  ozone  deterioration.  You 
want  to  buy  foods  that  are  high  in 
fibre  and  low  in  cholesterol  to 
safeguard  your  health.  In  this  way 
advertisers  cash  in  on  some  of  your 
own  concerns  and  worries. 


Love  your  morning 
cup  of  coffee,  but 
worried  about  all 
that  caffeine? 


Don’t  worry  anymore.  Our  Mongolian 
coffee  has  had  the  caffeine  safely 
removed. 


2.  Listed  here  are  some  of  the  persuasive  techniques  with  which  all  of  us  come  into  contact  almost 
daily.  Read  each  of  the  statements  in  the  chart  that  follows  the  list  and  identify  the  persuasive 
technique  used  for  each  one.  Write  the  Roman  numeral  of  the  technique  beside  the  appropriate 
letter  in  your  notebook. 

l testimonial  claim 

ii.  plain-folks  claim 

iii.  bandwagon  claim 

iv.  “weasel  words”  claim 

v.  unfinished  claim 

vi.  snob  appeal 

vii.  product  reliability  claim 

viii.  fear  appeal 

ix.  product-superiority  claim 
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a. 

“All  your  friends  have  a home  computer.  Why  don’t  you?” 

b. 

“Joe  Football  uses  Klondike  Spring  aftershave.” 

c. 

“Before  entering  politics,  MLA  Louise  Schmidt  earned  her  living  as  a self- 
employed  carpenter.” 

d. 

“Breathe-Freely  Health  Spa  - Where  Everyone  Goes  After  Work.” 

e. 

“Over  40  billion  served.” 

f. 

“Use  Garglex,  the  only  mouthwash  that  can  make  your  breath  smell  as  fresh 
as  a spring  morning.” 

&• 

“Matrix  computers  - the  only  computers  with  zemphonic  microchips.” 

h. 

“Napier  jewellery  is  lovelier!” 

i. 

“Upper  Crust  Estates  invites  you  to  discover  its  distinctive  and  architecturally 
controlled  subdivision.” 

j- 

“Calgary  Trust  - You  Can  Bank  On  Us!” 

k. 

“The  new  Mach  III  automobile  - rated  number  one  by  Sportsdriver 
Monthly  magazine.” 

1. 

“Don’t  lose  friends.  Use  Spring  Pit  - the  mountain-fresh  deodorant.” 

Compare  your  responses  with  those  in  the  Appendix,  Section  1 : Activity  3. 

= WRITING  FOLDER  — ■ — ^ 

In  your  Writing  Folder  respond  to  the  following  ideas. 


Choose  an  ad  from  a local  newspaper  or  a favourite  magazine.  Write  down  five  questions  you’d 
like  to  ask  the  people  who  designed  it.  Now  consider  how  effective  you  find  the  ad.  Would  your 
friends  - or  parents  - find  it  equally  appealing?  Why  or  why  not? 


Now  that  you’re  aware  of  a few  of  the  tools  of  the  advertising  game,  it’s  time  to  examine  some  of  the 
characteristics  of  effective  advertisements. 
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Activity  4:  Effective  Advertising 


In  these  days  of  TV  remote  controls  and  videocassette  recorders,  television  advertisers  are  having  a 
tough  time.  Now  viewers  can  easily  flip  to  different  channels  when  commercials  come  on,  and 
whenever  they  watch  something  recorded  earlier,  they  can  just  fast-forward  through  the  ads.  In  order  to 
combat  these  tricks  of  avoiding  commercials,  advertisers  work  hard  to  make  their  ads  entertaining  and 
compelling.  Often  commercials  are  as  entertaining  as  (or  more  entertaining  than)  the  shows  in  which 
they’re  run. 


Of  course  not  all  commercials  work  equally  well.  First  consider  the  necessary  qualities  of  effective  ads. 


Qualities  of  Effective  TV  Commercials 

An  advertisement  needs  to  reach  the  greatest  number  of  people  likely  to  be  interested.  It  must  be  as 
attractive  as  possible.  An  advertisement  must  also  convey  essential  information.  It  may  exaggerate  or 
appeal  to  one’s  emotions.  Here  are  some  general  guidelines  for  successful  television  commercials. 


• Visual  appeal:  The  main  emphasis  is  on  visual  appeal.  Viewers  remember  what  they  see  more  than 
what  they  hear. 

• Simplicity:  Ads  aim  to  express  one  main  idea  that’s  clear  and  easy  to  understand. 

• Quick  interest:  The  first  five  seconds  of  a TV  ad  are  the  most  important.  It’s  here  that  the 
commercial  must  grab  the  viewer’s  attention  and  create  interest  in  what’s  going  on. 

• Action:  Action  shots  are  superior  to  static  shots.  To  keep  the  viewer’ s eyes  open,  you  keep  the  action 
happening. 

• Repetition:  Repeating  the  same  key  phrase  makes  understanding  the  commercial  easier.  Saying  it 
more  than  once  drives  the  point  home. 

• Sound:  Sound  or  music  must  match  the  visual  image.  Sight  and  sound  must  work  together  or 
confusion  results. 

• Demonstration:  It’s  important  to  show  the  product  in  use,  even  if  it’s  just  a bar  of  soap.  Again, 
actions  speak  louder  than  words. 

• Name  registration:  A commercial  may  be  engaging  and  interesting,  but  if  the  consumer  can’t 
remember  the  product  or  its  name,  it  hasn’t  been  very  effective. 

- Solution  1:  Mention  the  name  within  the  first  five  seconds  and  at  least  three  more  times 
during  the  commercial. 

- Solution  2:  Use  the  same  music  with  every  commercial.  How  many  products  do  you 
associate  in  your  mind  with  a piece  of  music? 

- Solution  3:  Repeat  the  slogan  until  it  becomes  part  of  the  consciousness  of  the  viewing 
audience. 
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Anita:  It  seems  as  if  effective  advertisements  really  have  to  accomplish  quite  a bit.  But  I guess 

the  main  thing  is  just  to  get  our  attention  and  arouse  our  interest. 

Teacher:  That’s  right,  and  there  are  lots  of  devices  advertisers  can  use  to  get  your  interest.  We’ll 

discuss  four  of  the  main  ones  right  now:  using  pictures,  colour,  music,  and  catchy 
slogans. 

Manfred:  I can  see  that  pictures  would  be  effective.  Everyone  likes  to  look  at  pictures. 

Teacher:  That’s  right.  Pictures  can  inform,  remind,  or  persuade.  But  most  of  all,  they  get  your 

attention.  In  fact,  often  they  really  have  nothing  at  all  to  do  with  the  product  advertised, 
but  they  focus  on  things  like  good  looks,  nice  clothes  and  furniture,  and  shiny  cars. 

Anita:  I know  what  you  mean.  If  you  look  at  beer  commercials,  for  example,  you’ll  see  all  these 

slim,  good-looking  young  people  engaging  in  healthy  activities  like  riding  horses  and 
doing  sports  - and  then  they  sit  around  drinking  beer  and  seem  to  be  having  a wonderful 
time  - and  keeping  physically  fit! 

Teacher:  Good  point.  The  advertisers  don’t  want  you  thinking  about  things  like  gaining  weight  and 

getting  out  of  shape  when  they  show  you  clips  of  people  using  their  product. 

Wu:  And  they  certainly  don’t  want  you  thinking  about  the  problems  of  alcohol  addiction  and  all 

the  misery  it  causes! 

Teacher:  Exactly!  Now  how  about  colour?  As  you  know,  colour  can  be  used  very  effectively  to 

catch  your  eye.  Colour  can  also  set  the  mood,  more  accurately  describe  a product,  or 
exaggerate  a product’s  good  points.  Warmth  or  coolness,  for  example,  are  easily 
emphasized  through  colour. 

Jenna:  The  third  way,  music,  seems  pretty  straightforward.  Everyone  knows  the  tunes  of 

commercials. 


Teacher:  That’s  right.  These  tunes,  or  jingles,  as  they’re  often  called,  are  another  way  of 

commanding  attention  and  establishing  mood.  Jingles  are  so  appealing  and  so  often 
heard  that  they  automatically  come  to  mind  when  a product  is  mentioned,  even  long  after 
the  promotion  is  off  the  air. 
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Suzanne: 

Teacher: 

Wu: 

Teacher: 


Tell  us  more  about  the  last  method  - slogans. 

A slogan  is  a catchy,  often -repeated  phrase  that  ties  a product  or  cause  to  an  idea  people 
feel  strongly  about.  It  may  be  anything  from  a bumper  sticker  telling  people,  “If  you  drink, 
don’t  drive,”  to  an  ad  campaign  proclaiming,  “Canada  is  drinking  Slurpo.” 

I think  I’d  be  pretty  good  at  making  up  slogans. 

Well,  you’ll  get  your  chance  to  find  out.  The  next  exercise  will  give  you  some  practice. 


1 . Following  are  the  names  of  five  products  and  slogans  that  have  been  used  to  promote  them.  For 
each  one  write  down  what  claim  the  slogan  is  making  or  what  desire  or  fear  it’s  appealing  to. 

a.  At  McDonald’ s,  we  do  it  all  for  you. 

b.  At  Ford,  quality  is  Job  1 . 

c.  Don’t  leave  home  without  it.  (American  Express  Traveller’s  Cheques) 

d.  Oh,  what  a feeling!  Toyota 

e.  Be  all  you  can  be.  (the  Canadian  Armed  Forces) 

2.  Now  it’s  your  turn.  Write  a slogan  for  each  of  the  following  products.  Try  to  think  of  specific 
claims  or  appeals  that  you’d  like  to  use. 


Compare  your  responses  with  those  in  the  Appendix,  Section  1 : Activity  4. 
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Here’s  a listing  of  some  other  attention-getting  devices  that  arouse  the  consumer’s  interest.  No  doubt 
you’re  seen  them  all  used  many  times. 

• Using  humour:  On  television  or  in  magazines,  advertisers  may  use  a comical  character,  cartoon, 
or  a humorous  story  to  attract  your  attention.  The  bumbling,  incompetent  “authority”  advertising 
a product  by  way  of  testimonial  is  currently  a popular  form  of  humourous  advertising.  Can  you 
think  of  other  advertisement  techniques  that  use  humour? 

• Having  sales:  Everyone  likes  to  save  money,  and  most  people  are  attracted  to  anything  that 
promises  to  be  a good  deal. 

• Complimenting  the  consumer:  People  pay  attention  when  you  give  them  compliments  or  tell 
them  they’re  special.  You  may  hear  slogans  like  “We  do  it  all  for  you”  or  “You’re  the  one.” 

• Advertising  the  product  as  bigger  than  life:  Many  advertisements  exaggerate  the  size  of  a 
product  to  catch  your  attention.  For  example,  in  car  ads,  the  cars  are  generally  larger  in  proportion 
than  anything  else  in  the  picture. 

TTr~rr  WRITING  FOLDER  — 

In  your  Writing  Folder  respond  to  the  following  ideas. 


Think  about  three  commercials  you  feel  are  particularly  effective.  Why,  in  your  opinion,  are  they 
successful? 

f'* v\v  g v * | jgttjll  Ill  Jlitl  jttif: 


Activity  5:  Evaluating  the  Message 


At  this  point  you’re  familiar  with  many  of  the  major  techniques  used  by  advertisers  to  sell  you  products. 
This  doesn’t  mean  that  from  now  on  you  won’t  be  influenced  by  ads,  but  it  should  mean  that  perhaps 
you’ll  respond  to  them  more  critically  than  you  did  before.  And  if  you  start  responding  more  critically, 
you’ll  be  more  likely  to  see  through  any  manipulative  devices  that  are  at  work. 

Critical  thinking  isn’t  a skill  that  develops  overnight.  Since  most  advertising  combines  pictures  and 
words,  you  must  be  able  to  analyse  both  the  visual  and  verbal  components  of  advertisements. 

• Visual  Component:  Remember  that  a picture  in  an  advertisement  is  meant  to  grab  your 
attention  as  you  look  through  magazines  or  newspapers.  Advertisers  know  that  people  spend  on 
the  average  only  two  to  three  seconds  looking  at  an  ad,  so  they  must  get  their  message  across  in  a 
hurry. 

• Verbal  Component:  Look  for  any  of  the  persuasive  techniques  you’ve  already  studied.  Are 
there  any  examples  of  testimonials,  slogans,  weasel  words,  or  claims  that  are  logical  fallacies? 
Look  for  specific  appeals  to  common  human  desires  and  fears. 

Following  is  an  illustrated  advertisement  of  the  sort  appearing  in  magazines  and  newspapers.  Examine 
it  carefully;  then  answer  the  questions  that  follow  it. 
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INTRODUCING  “INSTA-TAN” 

THE  REVOLUTIONARY  NEW  TANNING  MARVEL 


After  just  one  application  of  Insta-Tan! ! 

“Totally  safe!”  says  Dr.  Mel  Anoma,  dermatologist 
at  the  Alberta  Institute  for  the  Tanned  and  Semi- 
Tanned. 

Join  the  crowd  and  come  on  down  to  the  beach! 
Enjoy  that  youthful  look  once  again  with  Insta-Tan! 


INSTA-TAN 

“The  Quick  Tan  Solution” 

World  renowned  actor  Chuck  Beefcake  speaks  out 
about  Insta-Tan. 

“Like  many  of  you,  I,  too,  was  concerned  about 
exposing  my  skin  to  harmful  ultraviolet  rays.  Now 
my  worries  are  over,  and  so  are  yours.  With  Insta-Tan 
you  can  enjoy  the  sunshine  and  the  tan  you’ve  always 
dreamed  of.  Your  girlfriend  will  love  you  for  it.” 

Don’t  you  deserve  a tan  like  Chuck’s? 


What’s  Insta-Tan  secret?  It’s  the  result  of  an  amazing 
breakthrough  in  scientific  research. 

Insta-Tan’ s special  formula  helps  block  the  sun’s 
harmful  rays  up  to  99%,  while  allowing  the  gentle 
tanning  rays  through. 


Insta-Tan  is  made  by  Carcinoma  Industries, 
proudly  serving  Albertans  since  1992. 
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1.  Claims:  Find  at  least  one  example  of  each  of  the  following  techniques  in  the  text  of  the 
advertisement. 

a.  a claim  for  product  reliability 

b.  a claim  for  product  superiority 

c.  bandwagon 

d.  weasel  words 

e.  testimonial 

2.  Appeals:  This  advertisement  makes  many  appeals  to  the  consumer.  What  human  needs,  fears,  or 
desires  are  being  appealed  to?  List  as  many  of  them  as  you  can.  Be  specific. 

3.  List  three  statements  of  fact  that  appear  in  the  ad.  Remember  that  statements  of  fact  are  assertions 
that  can  be  proven  true  or  false. 

4.  a.  Is  there  a product  slogan?  If  so  write  it  out. 
b.  What  message  does  it  communicate? 

5.  How  effective  do  you  think  the  advertisement  is?  Give  specific  reasons  for  your  answer. 

6.  To  what  extent  is  this  ad  deceptive?  Explain  by  making  direct  reference  to  the  ad. 

7.  Who  do  you  think  is  the  intended  target  of  the  advertisement? 

8.  What  does  the  advertisement  say  about  our  society?  What  beliefs  are  indirectly  reflected  in  the 
advertisement? 

Compare  your  responses  with  those  in  the  Appendix,  Section  1 : Activity  5. 


Follow-up  Activities 


If  you  found  the  activities  difficult,  you  should  complete  the  Extra  Help.  If  you  understand  the  concepts 
clearly,  you  should  complete  the  Enrichment. 

Extra  Help 

Advertising  performs  two  key  economic  functions  in  our  society. 

• You’re  urged  to  buy  a product  or  to  accept  an  idea. 

• You’re  given  the  price,  size,  colour,  or  other  information  about  an  article. 
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Would  you 
say  that  all 
advertising 
is  bad? 


f \ 

By  no  means!  Advertising  plays  a vital  role  in  promoting  our 
economic  growth.  Advertising  keeps  us  aware  of  what’s  on  the 
market  - jobs,  services,  articles.  It  introduces  new  things  into  the 
marketplace  and  keeps  us  reminded  of  established  brands.  It  also 
helps  keep  producers  and  retailers  competing  - and  that  means 
better  products  and  services  - and  sometimes  even  lower  prices. 


. , i - ^ 

I like  quite  a few 
commercials;  they’re 
often  funny  or  silly.  In 
any  case,  they  get  my 
attention. 


A c— 

That’s  what  they  want  to  do. 
Advertising  can  be  colourful, 
entertaining,  interesting,  and 
creative.  Many  of  the 
creations  of  ad  writers  are 
tasteful,  honest  works  of  art. 
But  what  one  should  be 
aware  of  is  that  advertising  is 
propaganda,  and  you  should 
recognize  its  manipulative 
power.  You  may  be  enticed 
into  buying  an  image  rather 
than  a product. 


If  you  have  access  to  a videocassette  recorder,  you  can  do  Part  A.  If  not,  do  Part  B.  (Of  course,  there’s 
no  harm  in  doing  both  parts.) 

Part  A 


JOB 


If  you  can  get  hold  of  it,  watch  “The  Bronswik  Affair,”  available  on  videocassette  in  the  National  Film 
Board  Kit  Media  and  Society:  Advertising  and  Consumerism.  Although  this  is  a lighthearted  film,  its 
intent  is  serious.  It  highlights  several  persuasion  techniques  that  advertisers  employ  while  focusing  on 
the  societal  problem  of  conspicuous  consumption  - a buying  pattern  whereby  consumers  buy 
extravagantly,  chiefly  in  order  to  show  off  their  wealth. 


View  the  video  at  least  twice.  The  first  time  watch  it  through  without  stopping,  getting  a general 
impression.  Your  second  viewing  should  be  more  considered.  Look  for  details  you  might  have  missed 
the  first  time  around.  Think  about  what  you  now  know  about  media  and  advertising.  View  critically! 
Then  answer  the  questions  that  follow.  It  would  be  beneficial  if  you  could  view  the  film  with  a learning 
partner  with  whom  you  could  share  your  ideas. 


1.  If  you  have  a learning  partner  or  are  working  in  a group,  discuss  questions  a and  b.  If  you’re 
working  alone,  write  out  your  responses. 

a.  Do  you  know  anyone  who  seems  to  be  a victim  of  the  pressures  of  conspicuous  consumption? 


b.  Have  you  bought  anything  recently  that  you  didn’t  really  need?  If  so,  what  made  you  decide  to 
buy  that  product? 
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2.  “The  Bronswik  Affair”  illustrates  several  techniques  of  persuasion.  Identify  as  many  of  these  as 
you  can. 


3. 


This  film  also  pokes  fun  at  news  reporting  and  documentaries.  Which  conventions  are  being 
imitated  for  a humorous  effect? 


4.  If  you  can,  look  at  the  new  marketing  channels  on  television  and  the  infomercials  (long 
commercials  - often  a half  hour -that  resemble  news  reports).  How  is  shopping  being  merged  with 
imparting  information  and  learning? 

j Compare  your  responses  with  those  in  the  Appendix,  Section  1 : Extra  Help. 


Part  B 
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5.  Does  this  advertisement  make  any  specific  claims?  Explain. 

6.  This  advertisement  makes  several  appeals  to  the  consumer.  What  human  needs,  fears,  or  desires 
are  being  appealed  to?  List  as  many  of  them  as  you  can. 

7.  a.  What  is  the  product  slogan? 

b.  What  message  does  it  communicate? 

8.  How  effective  do  you  think  the  advertisement  is?  Give  specific  reasons  for  your  answer. 

9.  Who  do  you  think  is  the  intended  target  of  the  advertisement? 

10.  What  does  the  advertisement  say  about  our  society?  What  beliefs  are  indirectly  reflected  in  the 
advertisement? 

Compare  your  responses  with  those  in  the  Appendix,  Section  1 : Extra  Help. 


Enrichment 

Do  one  or  both  of  the  following: 

jp—  WRITING  FOLDER  — 

In  your  Writing  Folder  respond  to  the  following  ideas. 


If  you  can  get  hold  of  it,  watch  “Mirror,  Mirror:  An  Advertiser’s  Scrapbook,”  available  on 
videocassette  from  the  National  Film  Board  Kit  Media  and  Society:  Advertising  and 

Consumerism.  This  video  provides  a review  of  the  major  events  and  trends  of  the  twentieth 
century  as  reflected  in  advertisments. 

Now  imagine  that  you’re  a social  historian  living  a hundred  years  from  now  and  studying  the  late 
twentieth  century.  Basing  your  conclusions  solely  on  advertisements  from  this  era,  describe  some 
of  the  conclusions  you’d  likely  reach  about  the  values,  attitudes,  hopes,  fears,  and  aspirations  of 
Canadians  living  in  the  1990s. 


Keep  a log  of  all  the  TV  commercials  you  see  over  a period  of  several  days.  Design  a chart  in  which  you 
list  the  products  advertised,  the  techniques  used,  the  audiences  at  which  the  ads  are  aimed,  and  your  own 
responses  to  the  ads.  Then  use  your  data  to  draw  conclusions  about  television  advertising  - how  it 
functions  and  how  effective  you  think  it  is.  If  possible,  discuss  your  findings  and  conclusions  with 
others  to  discover  if  they  respond  to  television  advertising  the  same  way  you  do. 


Compare  your  response  with  the  one  in  the  Appendix,  Section  1 : Enrichment. 
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Conclusion 

• Is  Madonna  correct  in  saying  that  you  live  in  a material  world? 

• Is  materialism  an  important  value  for  you? 

• Have  traditional  values  been  replaced  in  our  society  by  a selfish  desire  to  accumulate  personal 
wealth? 

Certainly  Wordsworth  would  have  said  “yes”  to  the  third  question  almost  two  hundred  years  ago.  What 
would  he  say  about  today’s  world  where  advertising  is  part  and  parcel  of  everyday  life  - so  much  so  that 
most  people  are  even  unaware  that  they’re  constantly  bombarded  with  ads? 

Advertisements  paint  an  illusion.  They  offer  consumers  a false  image  of  life.  They  promise  a lifestyle 
that  focuses  on  superficial  things.  Often  the  belief  behind  the  message  is  that  it’s  better  to  work  on  what 
you  look  like  than  on  what  you’re  really  like  inside. 

Advertisements  also  pretend  that  there’s  really  a difference  between  products.  Realistically,  all 
shampoos  will  clean  your  hair;  even  dish  detergent  will  clean  your  hair.  What  have  you  bought?  An 
image.  You’ve  been  told  that  impressing  your  friends  is  what’s  important. 

Remember,  if  you  buy  the  ad,  you’re  buying  into  the  values  it  represents.  The  key  is  to  think  critically 
so  that  you  can  penetrate  the  illusion  to  see  the  product  for  what  it  really  is  and  what  it  really  stands  for. 

In  the  next  section  you’ll  be  looking  at  values  and  beliefs  as  they’re  revealed  in  works  of  literature. 


Section  1 Assignment:  Beliefs  and  Advertising 

Review  the  Evaluation  information  found  in  the  introductory  pages  of  this  module. 

It  is  important  to  number  and  clearly  identify  each  page  with  the  following  information  at  the  top: 

English  20  - Module  6 Section  1 Assignment  Page  # Name  and  ID  # 

Be  sure  to  write  legibly.  Leave  a wide  left  margin  and  number  all  of  your  pages. 

1 . You  are  to  create  a full-page  print  advertisement  designed  to  appear  in  a magazine.  It  may  contain 
visuals,  but  what’s  important  is  the  written  component.  Begin  your  preliminary  work  by  inventing 
a product;  then  come  up  with  a slogan  for  it.  After  that  think  of  at  least  four  persuasive  techniques 
(claims  and  appeals)  you  can  use  to  sell  the  product  and  develop  the  text  of  your  ad.  Finally,  work 
out  how  you’ll  arrange  the  elements  of  your  ad  on  the  page:  text,  slogan,  and  perhaps,  visuals. 

When  you’ve  finished  your  preliminary  work,  create  your  ad  and  submit  it  for  a grading. 

2.  In  a paragraph  or  two  discuss  the  advertisement  you  created  for  question  1 . In  your  discussion  be 
sure  to  do  the  following: 

• Identify  the  audience  at  which  the  ad  is  aimed. 

• Identify  and  explain  the  persuasive  techniques  used  in  the  ad. 

• Describe  any  other  features  of  the  ad  that  you’ve  built  into  it. 
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VALUES  AND 
LITERATURE 


What’s  more  important  to  you:  having  money  or  keeping  a friend?  adventure  or  security?  being 
popular  or  being  yourself? 

Your  answers  to  these  questions  should  reveal  some  of  your  values;  in  other  words,  what’s  most 
important  to  you.  Often  people  aren’t  really  sure  what  their  values  are  until  they’re  in  a crisis.  For 
example,  some  people,  when  faced  with  a long,  terminal  illness,  choose  to  die  quickly  without  efforts 
from  doctors  to  save  them.  This  reveals  one  of  their  values;  quality  of  life  is  more  important  to  them  than 
its  length. 


In  this  section  you’ll  examine  some  of  the  beliefs  and  values  of  characters  in  works  of  fiction  as  well  as 
the  narrative  techniques  authors  use  to  present  them.  Also,  you’ll  look  at  tone  and  the  difference 
between  the  author’s  voice  and  the  narrator’s  voice  - things  you’ve  looked  at  briefly  in  earlier  modules. 
By  examining  these  techniques,  you  should  come  to  a greater  understanding  of  the  characters  you  read 
about  as  well  as  the  types  of  people  who  live  in  this  world.  You  might  even  leam  something  about 
yourself. 


In  your  Section  2 Assignment  you’ll  get  the  opportunity  to  apply  what  you’ve  learned  about  narrative 
techniques  and  to  demonstrate  your  understanding  of  characters  and  values  in  literature. 
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Activity  1 : Values  in  Conflict 


Dilemma:  a 
situation  in  which 
someone  is  faced 
with  tVi>o  equally 
problematic  or 
unattractive 
alternatives 


In  Activity  1 of  Section  1 you  were  asked  to  identify  some  of  your  own  values  and  then  to  arrange  them 
in  order  of  priority.  You  may  well  have  found  this  a difficult  task  - especially  the  second  part. 


Sometimes  values  just  seem  to  conflict,  and  it’s  hard  to  know  which  one  is  more  important.  A famous 
French  philosopher  illustrated  this  with  the  example  of  a man  tom  between 
fighting  for  his  country  or  staying  home  to  look  after  his  ailing  mother;  but 
value  conflicts  needn’t  involve  such  serious  choices.  If  you  want  to  go  to  a 
movie  with  some  friends  on  Saturday  but  then  discover  that  your  grandmother, 
whom  you  don’t  see  often,  is  coming  to  visit  that  same  day,  you’re  caught  in  a 
value-conflict  situation. 

Values,  then,  aren’t  always  straightforward.  When  they  start  to  conflict,  you 
end  up  with  a dilemma.  Do  you  go  to  war  or  stay  home,  see  a movie  or  visit 
with  your  grandmother? 


In  literature,  authors  are  often  interested  in  showing  people  in  conflict  because  that’s  where  they  most 
clearly  reveal  themselves.  That’s  when  they’re  forced  to  decide  which  values  they  hold  most  firmly. 


WRITING  FOLDER 


In  your  Writing  Folder  describe  a dilemma  in  which  you’ve  found  yourself.  What  values 
were  in  conflict?  How  did  you  solve  the  dilemma? 


The  first  piece  of  literature  you’re  going  to  read  in  this  section  focuses  on  characters  rather  than  on 
action.  You’ll  learn  about  them  in  part  by  making  inferences  - something  you’ve  worked  ai  earlier  in 
the  course  (beginning  with  Module  1). 


Before  reading  the  selection,  discuss  the  following  questions  with  your  learning  facilitator  or  a partner. 
If  you’re  working  alone,  think  about  them;  write  out  answers  if  you  wish. 

• What  does  the  word  quality  mean  to  you? 


• Does  quality  mean  the  same  thing  to  everyone,  or  does  it  differ  from  person  to  person,  culture  to 
culture?  Try  to  brainstorm  some  examples. 

• What  do  you  expect  a story  with  a title  like  “Quality”  to  be  like? 


V 

Literary 

Experiences 

1 

Turn  to  page  352  of  Literary  Experiences  and  read  the  first  two  paragraphs  of 
Galsworthy.  Then  answer  the  questions  that  follow. 

1 . When  and  where  is  the  story  set?  Provide  details  from  the  story  to  support  your 
answer. 

2.  What  do  you  leam  about  the  narrator  of  the  story? 

3.  Write  down  what  you  think  will  happen  next  in  the  story. 


“Quality”  by  John 


Compare  your  responses  with  those  in  the  Appendix,  Section  2:  Activity  1. 


34 


English  20:  Module  6 


Literary 

Experiences 

I 

Now  read  the  rest  of  “Quality.”  Then  answer  the  questions  that  follow. 


4.  Take  the  role  of  the  teacher  in  the  following  dialogue,  and  in  your  notebook  indicate  how  you’d  fill 
in  the  empty  balloon  spaces. 


- — \ 

I thought  the  story  was  pretty 
good;  hut  there  were  things 

about  it  that  confused  me. 
v J 


\ r 

Weil,  first  of  all  I couldn’t 
understand  why  Mr.  Gessler 
didn’t  make  any  money  if  he 
made  such  great  boots.  It 
seems  so  ironic! 


( ' t~~~ \ 

I’m  also  a bit  puzzled  by 

the  narrator.  Why  was 
he  crying  at  the  end  of 
the  story? 

\ 


Oh?  Why  do 
you  say  that? 


You’re  right;  it’s  an  example  of  situational 
irony  - something  you’ll  remember  from 
Module  2.  I’ll  explain: . . . 


Anything  else? 


That’s  a really  good  question.  Have  you 
considered  that . . . 


J 

"\ 


v 


5. 


6. 


7. 

8. 


This  story  explores  two  characters  - the  narrator  and 
Mr.  Gessler.  Briefly  describe  each  of  their  personal- 
ities. Remember  that  you’re  making  inferences  based 
on  evidence  found  in  the  story.  Be  sure  to  defend 
your  ideas  with  references  to  the  text. 

The  central  conflict  in  the  story  deals  with  a clash  of 
values.  What  two  different  sets  of  values  are  at  odds 
with  each  other? 

The  theme  of  a story  is  its  main  point  or  insight.  What 
does  this  story  say  to  you  about  modem  life? 

Place  yourself  in  the  shoes  (or  boots?)  of  the  narrator. 
Would  you  have  reacted  differently?  Explain  how. 


Compare  your  responses  with  those  in  the  Appendix,  Section  2:  Activity  1. 
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Activity  2:  Values  and  Point  of  View 


The  story  you  read  in  Activity  1 is  told  from  the  first-person  point  of  view;  this,  as  you’ll  recall  from 
previous  discussions,  allows  the  narrator  to  become  a character  in  the  story,  thereby  heightening  its 
feeling  of  reality. 

You’ve  looked  at  narrative  point  of  view  briefly  in  Modules  1 and  2;  now  it’s  time  for  a more  thorough 
treatment  of  the  topic.  Some  of  what  follows  will  review  material  from  earlier  modules;  some  will  be 
new. 


In  Module  1 you  learned  that  the  term  narrative  point  of  view  refers  to  the  perspective  from  which  a story 
is  told.  If  the  story  is  told  by  someone  who’ s also  a character,  it’ s called  first-person  point  of  view.  If  the 
narrator  isn’t  a character,  it’s  called  third-person  point  of  view,  because  the  narrator  uses  the  third-person 
pronouns  he,  she,  it,  and  they  to  tell  the  story.  Take  a careful  look  at  the  chart  that  follows  so  you  can  get 
a better  idea  about  different  narrative  techniques.  Then  read  the  explanatory  material  that  follows  the 
chart. 


Narrative  Points  of  View 

First-person 

Third-person 

Major  Character 

Omniscient 

Minor  character 

Limited  Omniscient 

“Innocent  Eye” 

Objective 

First-person  Narration 

When  the  first-person  perspective  is  used,  the  narrator  is  one  of  the  characters  who  tells  the  story.  This 
character  may  be  either  a major  or  a minor  character.  In  the  story  “Red  Dress  - 1946”  the  narration  is  in 
the  first  person  and  the  narrator  is  a major  character.  In  the  Sherlock  Holmes  stories,  by  contrast,  the 
narration  is  done  by  Dr.  Watson,  a minor  character.  The  “innocent  eye”  narrator  is  a special  category. 
Here  the  narrator  is  naive.  The  narrator  may  be  a child,  someone  who  has  lived  a sheltered  life,  or 
perhaps  a person  who’s  mentally  handicapped  (remember  not  to  confuse  the  narrator  with  the  author; 
writers  of  fiction  normally  adopt  personas). 

Now  listen  in  on  the  following  classroom  discussion. 
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Manfred:  That’s  all  pretty  clear  to  me,  but  tell  me  more  about  the  “innocent-eye”  narrator. 

Teacher:  Sure.  I’ll  give  you  an  example  you  may  be  familiar  with.  Have  you  ever  read  Huckleberry 

Finn ? 

Suzanne:  I have.  He  was  just  a kid  describing  life  as  he  saw  it.  Was  he  an  “innocent-eye”  narrator? 

Teacher:  That’s  right.  Huck  recorded  what  he  saw  of  life  along  the  Mississippi  but  was  unable  to 

comment  on  its  significance  because  he  was  so  young.  He  lacked  the  maturity  and 
insight  to  comprehend  what  he  was  experiencing. 

Jake:  So  what’s  the  advantage  to  this  type  of  narrator?  I mean,  if  the  narrator  is  that  limited. 

Teacher:  Think  about  it.  In  Huckleberry  Finn  the  reader  can  interpret,  judge,  and  make  responses 

based  on  what  Huck  simply  reports  in  a rather  childish  way.  What  does  this  create? 

Marie:  I get  it.  Dramatic  irony!  The  readers  know  more  than  one  of  the  characters  in  the  story 

does. 

Teacher:  Exactly.  The  author  can  create  irony  and  through  it  can  reveal  all  kinds  of  truths  about 

people.  Readers  of  Huckleberry  Finn  can  compare  Huck’s  honest,  direct,  good-hearted 
approach  to  life  to  the  self-satisfied,  hypocritical  approach  of  the  more  “civilized”  people 
he  encounters.  The  result  is  an  ironic  revelation  of  a few  unpleasant  truths  about  human 
beings.  And  this  ironic  comment  packs  a lot  more  punch  than  there  would  be  if  Huck 
understood  what  he  was  reporting. 


1 . Try  to  identify  two  advantages  and  two  disadvantages  to  the  first-person  point  of  view. 

2.  In  Module  1 you  read  a story  narrated  with  an  “innocent  eye”  - a story  in  which  the  writer  adopted 
as  narrator  the  persona  of  a person  with  a very  limited,  naive  perspective  on  life. 

a.  Identify  this  story. 

b.  Referring  to  the  story  directly,  explain  what  advantage  the  writer  gained  in  terms  of  the  story’s 
theme  by  adopting  an  innocent-eye  perspective. 

Compare  your  responses  with  those  in  the  Appendix,  Section  2:  Activity  2. 


Section  2:  Values  and  Literature 


37 


Third-person  Narration 

With  this  narrative  technique  the  narrator  tells  the  story  using  the  third-person  point  of  view.  In  other 
words  the  narrator  isn’t  directly  in  the  story.  The  following  is  a description  of  the  three  sub-types  of 
third-person  narration. 


Omniscient  point 
of  view:  a third- 
person  type  of 
narration  that 
allows  the 
narrator  to  relate 
any  or  all  actions, 
thoughts,  and 
feelings  of 
characters 


• Omniscient  point  of  view 

The  word  omniscient  means  “all-knowing.”  An  omniscient  narrator  knows  everything  about  all 
of  the  characters  in  a story.  The  narrator  goes  anywhere  and  may  show  the  thoughts  and  feelings 
of  any  of  the  characters  to  the  reader. 

Read  the  following  adaptation  from  a fairy  tale,  which  you  may  well  recognize.  The  narrator  in 
this  example  is  omniscient.  The  words  in  bold  lettering  indicate  the  omniscience  of  the  narrator. 

Feeling  somewhat  afraid,  Snow  White  knocked  at  the  door  of  the  little  house  timidly.  She  was 
very  pleased  when  a gentleman  with  a long  beard  opened  the  door.  His  kind  eyes  twinkled,  and 
then  he  welcomed  her  in.  “What’s  your  name?”  the  little  man  asked  thinking  to  himself  that 
this  young  lady  was  very  beautiful.  “Snow  White,”  she  cheerfully  replied. 


3.  Try  to  think  of  one  advantage  and  one  disadvantage  of  the  omniscient  point  of  view. 


Limited- 
omniscient  point 
of  view:  a third- 
person  type  of 
narration 
according  to 
which  the 
narrator  is  limited 
to  revealing  the 
thoughts  and 
feelings  of  one 
character  only 


• Limited-omniscient  point  of  view 

Here  again  the  narrator  uses  the  third  person;  however,  the  story  is  told  exclusively  from  the 
viewpoint  of  one  character  in  the  story.  The  narrator  knows  all  the  thoughts  and  feelings  of  this 
one  character,  but  reveals  nothing  about  the  others  in  the  story.  Examine  this  different  version  of 
the  episode  from  Snow  White.  This  time  it’s  written  from  the  limited-omniscient  point  of  view. 
Here  the  narrator  tells  the  story  only  from  Snow  White’s  perspective. 

Feeling  somewhat  afraid,  Snow  White  knocked  at  the  door  of  the  little  house  timidly.  She  was 
very  pleased  when  a gentleman  with  a long  beard  opened  the  door.  His  eyes  twinkled,  and  then 
he  welcomed  her  in.  “What’s  your  name?”  the  little  man  asked  with  a smile  on  his  face.  “Snow 
White,”  she  cheerfully  replied. 


4.  Try  to  think  of  one  advantage  and  one  disadvantage  of  the  limited  omniscient  point  of  view. 


Objective  point 
of  view:  a third- 
person  type  of 
narration  in 
which  the 
narrator  simply 
records  sights 
and  sounds 


• Objective  point  of  view 

With  this  technique  the  narrator  plays  the  role  of  a camera.  The  third  person  is  used,  but  the 
narrator  doesn’t  comment  on  or  interpret  any  of  the  action.  It’s  as  if  the  reader  is  at  a movie  or  a 
play.  Now  read  the  following  version  of  Snow  White , told  this  time  from  the  objective  point  of 
view.  Notice  that  none  of  the  words  are  in  bold  because  the  narrator  doesn’t  comment  on  the 
action  or  reveal  anyone’s  thoughts. 


Saturday  afternoon.  The  young  lady  knocked  at  the  door  of  a little  house  in  the  woods.  A rather 
small  gentleman  with  a long  beard  opened  the  door.  He  invited  her  in.  “What’s  your  name?”  the 
little  man  asked  with  a smile  on  his  face.  “Snow  White,”  she  replied  after  a momentary  pause. 
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5.  Try  to  think  of  one  advantage  and  one  disadvantage  of  the  objective  point  of  view. 

6.  Here’s  a list  of  some  of  the  stories  you’ve  read  so  far  in  the  course.  Look  back  to  each  one  and 
consider  the  narrative  point  of  view  used  for  each.  For  each  title  write  down  the  narrative  technique 
employed. 

a.  “The  Broken  Globe,”  page  264 

b.  “X,”  page  2 

c.  “Jewish  Christmas,”  page  60 

d.  “Cowboys  and  Indians,”  page  70 

e.  “Comet  at  Night,”  page  239 

f.  “An  Astrologer’s  Day,”  page  197 

Compare  your  responses  with  those  in  the  Appendix,  Section  2:  Activity  2. 
WRITING  FOLDER  — — — - 

In  your  Writing  Folder  respond  to  the  following  ideas. 

Find  a passage  from  a story  told  from  the  omniscient  point  of  view.  Then  try  to  rewrite  it  in  the 
first  person  from  the  viewpoint  of  one  of  the  characters.  Remember,  now  you  can  describe  all  the 
thoughts,  feelings,  and  beliefs  of  the  character  you’ve  selected. 


Section  2:  Values  and  Literature 

— — WHIM 
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Activity  3:  Values  and  Tone 


The  discussion  in  the  preceding  activity  should  have  refreshed  your  memory  of  several  concepts 
discussed  in  Module  1 - for  example  narrative  point  of  view  and  persona.  Always  remember  not  to 
confuse  the  narrator  of  a story  with  the  writer;  generally  the  narrator  will  be  a persona  adapted  by  the 
writer  who  may  or  may  not  reflect  the  writer’s  views.  It’s  up  to  the  reader  to  make  the  necessary 
inferences. 


One  of  the  things  readers  must  always  consider  in  making  these  inferences  is  the  writer’s  tone  - another 
term  introduced  in  Module  1 . Tone , you’ll  recall,  is  a word  used  to  refer  to  a writer’s  - or  speaker’s  - 
attitude  toward  a subject;  it’s  reflected  in  such  things  as  choice  of  words  and  emphasis. 


Emotive 
language:  a 
choice  of  words 
that  reveals  a 
bias  or  opinion 


Tone  is  a term  that  I’m  still 
confused  about.  I know  we’ve 
talked  about  it  before,  but  could 
we  discuss  it  a bit  more  here? 


Sure.  Remember,  tone  is  the  attitude  of  a writer 
or  narrator  revealed  in  the  choice  of  words. 

Have  you  ever  heard  the  expression  “One 
person’s  junk  is  another  person’s  treasure”? 


A f- 


Yeah.  Our  family 
had  a garage  sale 
recently.  You 
wouldn’t  believe 
the  junk  some 
people  bought; 
but  they  seemed 
to  really  want  it. 


So,  how  I feel  about 
what  I’m  describing 
influences  the  words 


A A 


A good  example.  Often,  the  value  of  an  object  depends 
on  your  point  of  view.  At  your  garage  sale  what  you 
considered  worthless  may  have  been  a valuable  antique 
to  someone  else.  Conversely,  some  objects  that  have 
sentimental  value  for  you  are  of  little  value  to  someone 
else.  The  same  type  of  thing  can  happen  with  language 
when  you  describe  something.  A friend  you  consider  to 
be  “assertive”  may  be  “pushy”  to  someone  else. 


A A 


Right.  This  is  what’s  called  emotive  language.  You 
appear  to  be  describing  something,  but  really  you’re 
expressing  your  opinion  about  it.  When  you  call  that 
couch  “a  piece  of  junk”  at  your  garage  sale,  you’re 
announcing  that  you  feel  negatively  about  it.  When 
you  call  the  grandfather  clock  an  “antique,  ” you’re 
saying  that  it’s  worth  something  to  you. 


40 


English  20:  Module  6 


Connotation:  a 

suggested 

meaning 

associated  with  a 
word’s  literal 
meaning 

Denotation:  the 

literal  meaning 
of  a word 


If  you  did  the  Extra  Help  in  Section  3 of  Module  3,  you’ll  remember  a brief  discussion  of  the  term 
connotation.  The  words  skinny  and  slender , for  example,  really  mean  the  same  thing,  but  the  former 
has  a negative  connotation  while  the  latter  has  a positive  one.  Whenever  a writer  or  speaker  chooses  the 
word  skinny  (or  scrawny)  rather  than  slender  (or  slim),  that  person  is  using  emotive  language  to  reveal  an 
attitude  toward  his  or  her  subject  matter.  And  this  emotive  language,  in  turn,  reveals  the  tone  of  the 
writer  or  speaker. 

It  can  be  useful,  then,  to  distinquish  between  words’  denotations  - their  literal  meanings  - and  their 
connotations  - their  associated  meanings.  It’s  in  using  emotive  language,  full  of  heavily  connotative 
words,  that  people  can  reveal  a great  deal  about  their  attitudes  to  their  subjects. 

1 . Column  A contains  a list  of  emotive  words  you  could  use  when  you  approve  of  something  (they 
have  positive  connotations).  Column  B contains  a list  of  emotive  words  you  could  use  when  you 
disapprove  of  something  (they  have  negative  connotations).  Each  positive  word  in  Column  A has  a 
matching  negative  word  in  Column  B.  In  your  notebook  match  up  the  words  in  the  two  columns. 
The  first  one  is  done  for  you  as  an  example. 


Column  A 

Column  B 

If  you  approve,  say  . . . 

If  you  disapprove,  say  . . . 

iu  a.  thrifty 

i.  propaganda 

b.  careful 

ii.  pushy 

c.  cautious 

iii.  cheap 

d.  determined 

iv.  old-fashioned 

e.  extrovert 

v.  tyrannical  ' 

f.  traditional 

vi.  timid 

q.  progressive 

vii.  secretive 

h.  information 

viii.  loudmouth 

i.  assertive 

ix.  picky 

j.  discreet 

x.  radical  | 

k.  authoritative 

xi.  stubborn 

Compare  your  responses  with  those  in  the  Appendix,  Section  2:  Activity  3. 


Related  to  tone  in  writing  is  tone  of  voice  in  speaking.  In  an  oral  presentation,  a speaker’s  tone  of  voice 
can  go  a long  way  to  revealing  his  or  her  attitude  toward  a subject. 

2.  Listen  to  the  three  readings  from  “Y ou  Should  Have  Seen  the  Mess”  on  your  companion  audiotape, 
each  of  which  is  done  in  a different  tone  of  voice.  Make  a chart  like  the  one  that  follows  and 
describe  the  tone  of  voice  of  each  reading. 
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Tone  of  Voice 

First  reading: 

Second  reading: 

Third  reading: 

Compare  your  response  with  the  one  in  the  Appendix,  Section  2:  Activity  3. 


By  now  you  should  have  a good  grasp  of  tone  in  writing  and  speaking;  you’ll  get  a chance  to  apply  what 
you’ve  learned  in  the  next  selection  you’ll  be  reading.  But  first,  as  a means  of  preparing  for  the  reading, 
do  the  Writing  Folder  exercise  that  follows. 

j— — WRITING  FOLDER  — — ^ 

In  your  Writing  Folder  respond  to  the  following: 


By  this  time  in  your  life  you’ve  probably  begun  to 
think  seriously  about  what  career  you’d  like  to 
pursue.  Take  a few  minutes  now  to  consider  the 
various  career  possibilities  you’ve  contemplated. 
Then  write  down  one  or  two  that  you’d  most  like  to 
pursue.  After  that  explain  why  these  occupations 
appeal  to  you.  Carefully  examine  what  you’ve 
written  to  see  whether  your  career  choices  and 
reasons  for  them  really  reflect  your  own  values. 
Make  a list  of  any  values  you  have  that  might  be  in 
conflict  with  any  of  your  choices. 


From  the  preceding  Writing  Folder  exercise  it’s  probably  clear  to  you  that  career  choices  and  personal 
values  don’t  always  go  hand  in  hand.  Your  next  reading  selection  describes  one  man’s  efforts  to  have 
his  personal  values  and  his  career  choices  mesh.  Since  this  is  an  essay  rather  than  a work  of  fiction,  you 
can  assume  that  the  narrator  is  in  fact  the  author. 


Literary 

Experiences 

I 

Turn  to  page  410  of  your  Literary  Experiences  and  read  the  essay  “The  Only  Lesson  I Still  Remember’’ 
by  Barry  Dickie.  Then  answer  the  questions  that  follow. 

3.  What  lesson  does  the  opening  incident,  the  janitor’s  erasing  the  blackboard,  teach  the  author? 

4.  Explain  how  the  incident  in  question  1 relates  to  what  the  author  subsequently  experiences  in  life. 

5.  Based  on  what  the  author  has  done  with  his  life,  what  would  you  infer  his  principle  values  to  be? 

6.  Do  you  agree  with  his  values?  Explain. 
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8.  How  would  you  describe  the  tone  of  Dickie’s  essay? 


7.  Does  the  author  in  any  way  win  your  sympathy?  If  he  does,  explain  how.  If  he  doesi 
tell  why  not. 


9.  What  is  the  thesis,  or  main  point,  of  this  essay?  fflf 

Compare  your  responses  with  those  in  the  Appendix,  Section  2:  Activity  3. 


If  you  found  the  activities  difficult,  you  should  complete  the  Extra  Help.  If  you  understand  the  concepts 
clearly,  you  should  complete  the  Enrichment. 

Extra  Help 

Narrative  Techniques 

When  an  author  begins  to  write  a piece  of  fiction,  one  of  the  decisions  to  be  made  is  how  the  story  will 
be  told.  The  person  telling  the  story  is  always  referred  to  as  the  narrator.  There  are  two  principal 
choices  for  the  author  at  this  point:  the  narrator  may  be  a character  in  the  story  or  someone  who’s  telling 
the  story  but  is  not  part  of  it. 

The  first-person  narrator  is  a character  in  the  story.  This  narrator  will  use  first-person  pronouns  like  / 
and  we.  The  narrator  may  be  a major  or  a minor  character. 


Follow-up  Activities 


As  I sat  back,  finally  able  to  relax,  I couldn't  help 
wondering  if  it  had  all  been  worth  the  effort. 


First-Person  Narrator 


The  third-person  narrator  is  not  actually  part  of  the  story.  This  narrator  will  use  third-person  pronouns 
like  he , she , and  they.  If  the  narrator  is  omniscient,  all  of  the  thoughts  and  feeling  of  any  of  the  characters 
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may  be  explored  at  will.  In  this  way  the  reader  can  see  into  the  minds  of  any  or  all  the  characters.  In  the 
following  example  the  narrator  comments  on  the  thoughts  of  both  of  the  characters. 


Omniscient  Narrator 

“Congratulations  on  your  new  home,” 
said  the  real-estate  salesman.  He  hoped 
the  couple  wouldn’t  discover  how  badly 
the  basement  leaked  until  spring. 

“Thanks  a lot,”  replied  Harry,  thinking 
that  perhaps  Teresa  was  right;  there  was 
something  shifty  about  this  guy. 


The  limited-omniscient  narrator  uses  the  third  person  but  explores  the  personality  of  only  one  character. 
Therefore,  the  reader  can  see  into  only  one  character’s  mind.  In  the  following  example  the  narrator  is 
limited  to  commenting  on  the  thoughts  and  feelings  of  only  one  of  the  characters. 


Limited-Omniscient  Narrator 

Teenagers ! thought  Freddy.  They  probably 
haven’t  even  noticed  me  standing  here. 

Bruno  and  Imelda  walked  away  moments 
later,  hand  in  hand,  leaving  Freddy  alone  at 
the  curb,  fuming.  He  wanted  so  much  to  be 
part  of  the  group,  but  once  again  he  felt 
isolated  and  alone. 
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The  objective  narrator  declines  to  comment  on  or  interpret  any  character’s  behaviour.  Therefore,  the 
reader  can’t  see  into  the  minds  of  any  of  the  characters. 


Objective  Narrator 

The  couple  went  systematically  up  one 
aisle  and  down  the  next,  eyes  straight 
ahead,  cart  absolutely  empty.  They  had 
the  vacant  stares  and  mechanical 
movements  of  sleepwalkers. 


1 . In  order  to  learn  to  recognize  these  different  narrative  techniques  easily,  write  four  paragraphs,  each 
time  taking  on  the  role  of  a different  narrator.  Read  the  following  scenarios  and  then  write  out  a 
brief  paragraph  as  each  of  the  narrators. 

a.  You’re  a young  girl,  Danielle,  and  you’ve  just  attended  a concert  given  by  your  favourite  rock 
star,  Johnny  Glitz.  It’s  after  the  concert,  and  you’re  writing  in  your  diary  about  this  wonderful 
experience  because  you  had  front-row  seats  and  during  the  performance  you  were  invited  on 
stage  personally  by  Johnny  to  dance  with  him. 

b.  You’re  Danielle’s  best  friend,  and  you  attended  the  concert  with  her.  You’re  writing  a letter  to 
a friend  telling  him  or  her  about  Danielle’s  adventure. 

c.  You’re  a newspaper  reporter  who’ s writing  about  the  concert  for  tomorrow’ s edition.  Y ou  note 
in  your  article  that  a local  girl  was  invited  on  stage.  As  a reporter,  rather  than  a critic,  your  job 
is  just  to  report  the  facts,  not  to  comment  on  them. 

d.  You’re  a fiction  writer  working  on  an  adolescent  novel  with  a girl  named  Danielle  as  the 
protagonist.  In  one  chapter  you  have  her  attend  a concert,  during  which  she’s  invited  on  stage. 
You’re  able  to  peer  into  the  minds  of  all  of  the  characters  at  will  and  even  comment  or  interpret 
if  you’d  like. 


2.  Now  in  your  notebook  identify  the  narrative  point  of  view  you 

Paragraph  a: 

used  in  each  of  the  paragraphs  you  wrote  in  question  1 . Make  a 
chart  like  this: 

Paragraph  b: 

1 

Paragraph  c: 

{ 

Paragraph  d: 

| 

Compare  your  responses  with  those  in  the  Appendix,  Section  2:  Extra  Help. 
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Enrichment 

Use  of  the  “Innocent  eye”  narrator  is  a special  type  of  first-person  narration.  As  the  word  innocent 
suggests,  this  narrator  is  inexperienced  with  the  ways  of  the  world.  This  lack  of  understanding  can  be 
exploited  quite  successfully  by  skillful  writers. 

A child  sees  the  world  in  different  ways  than  you  do.  Lacking  sophistication  and  experience,  a child  will 
interpret  events  in  a limited  way.  Think  about  how  you  react  when  a child  tells  you  a story.  Do  you  feel 
like  laughing  sometimes  because  of  the  vast  difference  between  what  the  child  understands  and  what 
you  know  to  be  true?  Are  you  ever  touched  by  the  innocence  and  wonder  children  exhibit?  Good 
writers  are  able  to  use  reactions  such  as  this  to  create  humour,  to  bring  about  an  emotional  response,  or 
to  reveal  some  aspect  of  the  human  experience. 

The  story  you’re  about  to  read  has  an  innocent-eye  narrator  who’s  in  the  process  of  growing  up.  As  you 
read  the  story,  ask  yourself  if  the  narrator  is  reliable.  In  other  words,  can  you  accept  her  perspective? 


Now  turn  to  page  436  of  Literary  Experiences  and  read  “To  Set  Our  House  in  Order”  by  Margaret 
Laurence.  Then  answer  the  questions  that  follow. 

1 .  “To  Set  Our  House  in  Order”  is  a story  told  by  an  innocent-eye  narrator,  though,  unlike  Loma  in 
“You  Should  Have  Seen  the  Mess,”  Vanessa  does  learn  a few  things  about  life  as  the  story  unfolds. 
The  reader,  however,  is  expected  to  leam  more. 


What  did  you  leam  about  the  internal  or  external  conflicts  of  each  of  the  following  characters? 

a.  Grandmother  MacLeod 

b.  Vanessa’s  father 

c.  Grandfather  MacLeod 


2.  Twice  Vanessa  makes  reference  to  a sparrow  caught  in  the  attic.  Since  this  reference  is  repeated  yet 
seems  to  have  no  direct  bearing  on  the  story’s  events,  the  reader  can  conclude  that  it  probably  has 
symbolic  value. 

What  can  the  trapped  sparrow  symbolize  and  how  does  this  symbol  relate  to  the  situation  of  the 
characters  in  the  story? 


3.  Bearing  in  mind  your  answers  to  the  preceding  questions,  write  a statement  of  theme  for  the  story 
“To  Set  Our  House  in  Order.” 

Compare  your  responses  with  those  in  the  Appendix,  Section  2:  Enrichment. 


Conclusion 

In  this  section  you  looked  at  values.  In  many  ways  values  are  your  guideposts  through  life.  When 
you’re  confronted  by  a challenge,  how  you  respond  will  be  influenced  a great  deal  by  what  you  believe 
to  be  important  or  true. 

Literature  provides  readers  with  a vast  array  of  human  experiences.  Even  though  it’s  fiction,  a story  can 
provide  fascinating  insight  into  the  human  spirit.  Values  play  a major  role  in  that  spirit.  Your  study  of 
literature  should  help  you  clarify  some  of  your  own  values. 

In  the  next  section  you’ll  be  working  at  improving  your  listening  and  speaking  skills.  This  should  help 
you  to  better  understand  the  beliefs  and  values  of  others  and  to  express  your  own  more  clearly. 
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Section  2 Assignment:  Values  and  Literature 

Review  the  Evaluation  information  found  in  the  introductory  pages  of  this  module. 

It  is  important  to  number  and  clearly  identify  each  page  with  the  following  information  at  the  top: 

English  20  - Module  6 Section  2 Assignment  Page  # Name  and  SD  # 

Be  sure  to  write  legibly.  Leave  a wide  left  margin  and  number  all  of  your  pages. 

1 . Following  is  a short  passage  written  from  the  omniscient  point  of  view.  Rewrite  the  passage  from 
each  of  the  narrative  perspectives  indicated.  Feel  free  to  add  to  the  passage  if  it  helps  illustrate  the 
perspective  from  which  you’re  writing  it. 

a.  first  person  (minor  character) 

b.  limited  omniscient 

c.  objective 

Nadia  walked  into  the  interview  room  feeling  nervous  and  frightened.  She  hoped  it  didn’t  show, 
and  tried  to  assume  an  air  of  self-assurance.  What  was  it  she’d  been  told  about  introductions?  Oh 
yes  - smile,  offer  a firm  handshake,  and  don’t  sit  down  until  you’ve  been  asked  to. 

Mrs.  Letoumeau,  the  company  president,  remained  seated,  appraising  Nadia  with  a critical  eye. 

She  saw  right  away  that  the  girl  was  apprehensive,  but  she  liked  that;  in  her  experience  it  was  the 
overly  confident  candidates  who  generally  came  up  short  in  the  end.  After  two  days  of 
interviewing,  she  couldn’t  help  hoping  that  this  time  she  had  a winner. 

Meanwhile  Mr.  McNab,  thinking  how  much  this  young  woman  reminded  him  of  his  own  daughter, 
stood  up,  offered  Nadia  a chair,  and  tried  to  engage  her  in  small  talk.  He  was  good  at  breaking  the 
ice,  and  soon  Nadia  was  feeling  more  relaxed;  in  fact,  she  actually  began  to  enjoy  herself. 

2.  In  this  section  you’ve  read  a short  story  and  an  essay,  both  of  which  were  about  people’s  values.  In 
fact,  almost  all  the  literature  you’ve  read  in  this  course  has  related  to  value  issues;  sometimes  values 
were  in  conflict,  sometimes  they  widened  the  perspectives  of  the  characters  who  held  them,  and  in 
some  cases  they  limited  those  perspectives.  In  any  event,  often  other  characters  or  individuals  in  the 
literary  selections  influenced  those  who  held  the  values. 

Think  of  a situation  in  your  life  in  which  you  learned  a lesson  about  values.  Write  a personal  essay 
of  two  or  three  pages  describing  that  lesson. 

If  you  can’t  think  of  anything  that  happened  to  you,  either  write  about  something  that  happened  to 
someone  you  know  or  create  a fictional  account.  If  you  choose  to  write  a fictional  account,  be  sure 
that  you’re  using  fiction  in  order  to  demonstrate  some  truth  about  values. 
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Do  you  feel  really  anxious  when  you’re  asked  to  speak  in  front  of  an  audience?  Do  you  sometimes  have 
difficulty  remembering  what  people  have  just  told  you?  Do  you  ever  wish  you  could  more  easily 
persuade  others  to  your  point  of  view? 

If  you  said  “yes”  to  any  of  these  questions,  you  probably  could  use  some  extra  help  with  your  listening 
and  speaking  skills.  With  the  right  tools  and  some  practice,  you  can  overcome  these  difficulties  to 
become  an  active  listener  and  a confident  speaker. 


So  far  in  this  module  you’ve  examined  how  advertising  imposes  its  beliefs  and  values  on  consumers  and 
how  you  can  learn  from  the  values  expressed  through  characters  in  literature.  The  intent  of  this  last 
section  is  to  help  you  become  a more  critical  listener  and  a more  effective  speaker  so  that  you  can 
express  your  own  beliefs  effectively  - skills  you’ll  apply  in  your  Section  3 Assignment. 
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Acti 

vity  1 : Persuasive  Writing  and  Speaking 

The  Speech 

If  you  answered  yes  to  the  first  question  asked  on  the  preceding  page,  don’t 
worry;  you’re  not  alone.  Even  experienced  public  speakers  frequently  get 
nervous  before  addressing  an  audience,  and  butterflies  in  the  stomach  are 
something  virtually  everyone’s  experienced  when  called  upon  to  get  up  in 
front  of  a crowd. 


The  good  news,  though,  is  that  public  speaking  is  a skill  you  can 
leam.  You’ve  already  looked  at  the  importance  of  such  things 
as  clarity,  organization,  and  the  use  of  body  language  in  oral 
presentations  (notably  in  Module  1,  Section  4);  in  this 
activity  you’ll  go  into  the  art  of  speech  making  more  fully. 


You’ll  begin  by  looking  at  a speech  given  by  a talented  and  experienced  speaker  - Chief  Dan  George. 


Chief  Dan  George. 
Wasn’t  he  an  actor? 


Was  he  a 
real  chief? 


What  kind 
of  a guy 
was  he? 


That’s  right.  He  starred  in  films  like  Little  Big  Man, 
Harry  and  Tonto,  and  The  Outlaw  Josey  Wales. 


a (— 


Yes,  he  was  Chief  of  the  Squamish  band  of  Burrard  Inlet  in 
British  Columbia.  At  the  age  of  sixty  he  was  “discovered” 
by  Hollywood.  Before  that  he’d  been  many  things  - for 
instance  longshoreman,  logger,  and  musician. 


Well,  throughout  his  film  roles  and  public  appearances 
he  tried  to  bring  about  a better  understanding  between 
peoples.  Although  he  wasn’t  a political  activist,  he 
insisted  on  portraying  North  American  natives  only  in 
positive  roles.  The  next  Writing  Folder  exercise  will 
help  set  the  stage  for  his  speech. 


Section  3:  Expressing  Your  Beliefs 
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WRITING  FOLDER  — — 

In  your  Writing  Folder  respond  to  the  following  idea. 


Imagine  you’re  a Blackfoot  living  in  Western  Canada  in  the  early  1 800s  - before  the  coming  of 
the  railroad,  the  mass  destruction  of  the  buffalo,  and  the  influx  of  European  settlers.  Write  about 
yourself,  concentrating  particularly  on  the  way  you  feel  about  yourself  and  what  factors  have 
influenced  your  self-image. 

Write  a second  time,  but  now  write  as  the  great-great-grandson  or  granddaughter  of  the  original 
character.  This  second  description  should  be  set  in  the  twentieth  century.  Again,  concentrate  on 
how  you  see  yourself  and  on  what  factors  this  self-perception  rests. 

Finally,  make  a list  of  the  factors  that  may  have  caused  your  twentieth-century  character  to 
perceive  himself  or  herself  differently  from  the  way  his  or  her  great-great  grandparent  did. 


r— — ^ 

V 

Literary 

Experiences 

I 

Now  turn  to  page  359  of  Literary  Experiences  and  read  “My  Very  Good  Dear  Friends . . .”  by  Chief  Dan 
George;  then  answer  the  questions  that  follow: 

1.  This  is  a very  powerful  and  effective  speech.  Comment  on  ways  in  which  this  speech  made  you 
reflect  on  the  lives  of  North  America’s  native  people. 


2.  Now  comment  on  some  of  the  rhetorical  (speaking)  techniques  that  Chief  Dan  George  used  to  get 
his  points  across  forcefully. 


3.  a.  Tell  what  you  think  the  purpose  of  this  speech  is. 

b.  Do  you  think  Chief  Dan  George  achieved  his  purpose? 

Compare  your  responses  with  those  in  the  Appendix,  Section  3:  Activity  1. 


WRITING  FOLDER 


In  your  Writing  Folder  explain  what  you  think 
should  be  done  to  alleviate  the  problems  Chief 
Dan  George  sees  as  confronting  Canada’s  native 
peoples. 
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The  Editorial 


Editorial:  a 
newspaper  article 
that  presents  the 
opinion  of  the 
editor  or 
publisher 


Persuasive  writing  is,  of  course,  not  limited  to  speeches  and  advertising.  In  newspapers  you  can  read 
editorials  that  express  the  opinions  of  the  editor  and  may  perhaps  try  to  persuade  you  to  adopt  certain 
points  of  view.  The  next  reading  selection  is  an  editorial  that  presents  one  person’s  view  on  the 
minimum  wage. 

If  you  can,  before  you  read  the  editorial  discuss  with  a partner  your  views  on  the  minimum  wage.  First 
of  all,  how  much  is  it?  Is  it  enough?  Could  a single  person  survive  on  that  amount  of  money?  What’s 
the  minimum  wage  in  other  provinces?  How  does  Alberta  compare?  What  are  some  of  the  pros  and 
cons  to  a minimum  wage?  Keep  in  mind  that  when  the  editorial  was  written  in  July  of  1991,  the 
minimum  wage  in  Alberta  was  $4.50  per  hour  and  that  the  issues  may  have  changed  somewhat  by  the 
time  you  read  the  article. 


Now  read  the  editorial;  then  answer  the  questions  that  follow  it. 


Index  the  minimum  wage 


It’s  good  that  Labour  Minister  Elaine  McCoy 
organized  a debate  on  whether  Alberta’s 
minimum  wage,  Canada’s  lowest,  should  be 
raised. 

Yet  if  the  issue  had  been  handled  properly,  we 
wouldn’t  need  a debate. 

A minimum  wage  is  a measure  of  economic 
health  - it’s  a reflection  of  how  vigorously  an 
economy  performs.  That’s  not  the  way  it  has 
been  treated  in  this  province.  In  1981,  the 
minimum  wage  was  set  at  $3.80  an  hour.  It 
remained  there  for  seven  years,  until  it  was  raised 
to  $4.50  an  hour.  Now,  there’s  a debate  about 
whether  it  should  rise  to  $6  an  hour,  the  minimum 
amount  most  other  Canadians  enjoy. 

The  trouble  with  freezing  the  wage  for  a 
number  of  years,  and  then  trying  to  play  catch  up, 
is  that  there’s  no  normal  wage  growth  as  there  is 
in  the  economy  as  a whole.  Some  businesses 
invariably  complain  that  they  can’t  handle  a 
higher  minimum  wage.  Labour  advocates  often 
say  the  new  rate  isn’t  high  enough. 

It  would  be  smoother,  and  more  predictable,  if 
the  minimum  wage  were  indexed  so  it  rose  in 
tandem  with  other  labour  costs.  It  could  be 
pegged  to  the  average  of  all  wage  increases  in  the 
province  each  year,  or  to  the  provincial  rate  of 
inflation. 

This  would  make  it  easier  on  both  employers 
and  workers.  Employers  would  have  a clearer 
idea  of  what  their  costs  would  be,  workers  of  their 
income. 

This  approach  is  also  fair  to  the  taxpayers  who 
pay  for  social  assistance,  income  supplements, 


and  other  aspects  of  the  safety  net.  If  a person 
can’t  make  a living  on  a low  minimum  wage, 
then  the  shortfall  has  to  be  made  up  elsewhere  - 
either  through  direct  help  from  the  state  or 
indirect  costs  on  the  community,  like  food  banks. 

Businesses  that  want  to  keep  the  minimum 
wage  frozen  may  be  saving  something  on  their 
expenses,  but  it’s  taxpayers  as  a whole  who  have 
to  pick  up  the  slack. 

Businesses  that  complain  about  minimum 
wages  going  up  should  take  a clearer  look  at  their 
bottom  lines.  If  they  have  to  rely  on  the  lowest 
possible  wages  to  make  a go  of  it,  perhaps  the 
business  isn’t  as  healthy  or  as  efficient  as  it  could 
be. 

There  is  also  the  matter  of  incentive.  If  the 
minimum  wage  is  too  low  to  provide  a minimum 
standard  of  living,  what  is  the  incentive  to 
abandon  welfare  dependence  and  enter  the 
workplace? 

Which  is  better,  to  have  a higher  minimum 
wage  that  pays  the  worker  directly,  or  to  have 
social  supports  delivered  through  bureaucracy? 

People  who  work  at  or  near  minimum  wage  - 
day  care  workers,  employees  in  service 
industries  - are  better  off  doing  useful, 
productive  work  rather  than  ending  up  as 
dependents  of  the  state  because  they  cannot  make 
a living  by  working. 

The  choice  is  between  enabling  people  to 
work,  or  watching  the  welfare  bill  increase  as 
there’s  more  and  more  demand  on  government  to 
cope  with  poverty.1 


The  Edmonton  Journal  for  the  editorial  “Index  the  minimum  wage,"  July  30,  1991.  Reproduced  by  permission  of  The  Edmonton 
Journal. 
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4.  What  issue  is  being  discussed  in  this  editorial? 

5.  What  solution  to  the  problem  does  the  editor  propose? 

6.  What  rationale  does  the  writer  give  for  this  proposal? 

7.  Examine  the  arguments  outlined  in  the  editorial  in  light  of  what  you  know  about  claims  to  logic  and 
appeals  to  emotion.  Do  these  arguments  appeal  primarily  to  logic  or  to  emotions?  (You  may  want 
to  quickly  review  Activity  3 in  Section  1 for  more  information  about  logic  and  emotional  appeals.) 

8.  Do  you  agree  with  the  arguments  presented  in  this  editorial?  Give  reasons. 

Compare  your  responses  with  those  in  the  Appendix,  Section  3:  Activity  1 . 


Letters  to  the  Editor 


Editorialists  can  regularly  express  their  views  in  a public  forum  on 
issues  that  concern  them,  but  individuals  can  do  this  too.  One 
way  is  to  write  letters  to  the  editor  of  your  local  newspaper. 
However,  if  you  do  choose  to  write  a letter  to  the  editor,  it’s 
important  to  make  a good  job  of  it;  after  all,  it’s 
likely  that  many  people  will  be  reading 
your  letter. 


Compare  the  two  letters  that  follow  - 
both  written  in  response  to  the  same 
article.  Then  answer  the  questions  that 
follow  them. 


Letter  A 


A Reader’s  Beef 


What’s  all  this  lunacy  about  the  importance  of 
meat  in  our  diet?  Don’t  you  people  ever  read 
anything  but  beef-producers’  propaganda?  Take 
a look  at  the  facts  and  weep. 

Fact:  Decaying,  putrefying  flesh  is  hardly  a 
food  fit  for  “civilized”  human  beings! 
Fact:  Anyone  who  gets  off  on  torturing  and 
mutilating  animals  deserves  to  be  tortured 
and  mutilated  too. 

Fact:  Canada's  Food  Guide,  cited  in  your 
article,  is  hopelessly  out  of  date. 

Fact:  Everyone  promoting  a diet  high  in  meat  is 
in  the  pocket  of  the  beef-producers’  lobby. 


The  problem  is,  most  people  just  like  to  eat 
meat  (in  other  words,  they’re  a bunch  of 
carnivorous  gluttons)  and  turn  a blind  eye  to  the 
truth.  Plus,  they’ve  been  brainwashed  by  a lot 
of  propaganda  designed  to  make  some  people 
rich.  And  what  about  cholesterol  and  saturated 
fats?  Eating  meat  causes  heart  disease,  or  hadn’t 
you  heard? 

Next  time  you  guys  write  an  article,  try  doing  a 
little  research. 

Chuck  LeBoef 
Edmonton 
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Connotative: 

having  suggested, 
or  associated, 
meanings 


Letter  B 


Meat  Not  the  Answer 


While  I normally  enjoy  Arlene  Kalk’s  column 
on  nutrition,  I noticed  several  errors  and 
omissions  in  her  discussion  of  the  merits  of  meat 
in  our  diet  (“What’s  the  Big  Beef?”  July  14).  I 
hope  this  letter  will  help  set  the  record  straight. 

First,  Ms.  Kalk  refers  to  Canada 's  Food  Guide 
for  most  of  her  ideas  on  the  amount  of  meat 
people  should  consume;  however,  she  fails  to 
point  out  that  several  recent  studies  on  both  sides 
of  the  Atlantic  have  concluded  that  significantly 
reducing  the  amount  of  meat  we  eat  will  lead  to 
better  health  and  a longer  life  expectancy. 
( Canada's  Food  Guide,  in  fact,  has  recently 
changed  many  of  its  recommendations, 
something  else  the  article  fails  to  mention.) 
Second,  Ms.  Kalk  nowhere  mentions  the 
problems  associated  with  diets  high  in  saturated 
fats  and  cholesterol  - problems  such  as  heart 
disease  and  certain  cancers.  Meat  is  the  food 
chiefly  responsible  for  the  cholesterol  and 
unhealthy  fats  in  the  North  American  diet.  Third, 


Ms.  Kalk,  while  focusing  on  individuals’ 
nutritional  needs,  nowhere  steps  back  and  looks 
at  the  broader  global  problems  caused,  or 
aggravated,  by  our  emphasis  on  meat  production. 
The  fact  is  that  the  world’s  arable  land  can 
support  a much  larger  human  population  if  it  is 
used  for  production  of  grains,  fruits,  and 
vegetables  than  it  can  if  it  is  devoted  to  livestock 
production.  What  is  more,  recent  studies  indicate 
that  methane  gas  produced  by  cattle  is 
contributing  greatly  to  the  greenhouse  effect. 

While  I do  not  go  so  far  as  to  suggest  that  we 
all  become  vegetarians,  I do  think  that  most 
Canadians  would  do  well  to  cut  down  on  the 
amount  of  meat  they  eat.  We  would  be  healthier 
for  it,  and  we  would  be  helping  alleviate  some  of 
the  problems  threatening  the  very  survival  of  this 
planet. 

H.A.M.  Burger 
Edmonton 


9.  Describe  the  tone  of  each  letter. 

10.  Which  letter  uses  more  connotative  words?  Give  examples. 

1 1 . These  letters,  by  expressing  viewpoints  on  an  issue,  reveal  some  of  the  values  of  their  writers. 
What  would  you  infer  are  some  of  the  values  of  the  writer  of  Letter  B? 
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1 2.  These  two  letters,  though  they  share  a common  point  of  view,  are  very  different  in  tone,  style,  and 
substance.  Which  letter  do  you  find  more  effective?  Defend  your  opinion. 

Note:  You  may  disagree  totally  with  the  views  expressed  in  these  letters,  but  put  aside  your  own 
feelings  when  answering  this  question  (you’ll  have  your  chance  to  express  your  own  views  soon). 
What  you’re  analysing  here  is  the  effectiveness  of  the  letters,  not  their  accuracy  or  honesty. 

Compare  your  responses  with  those  in  the  Appendix,  Section  3:  Activity  1. 

Letters  written  to  the  editor  of  a newspaper  or  magazine,  like  any  piece  of  persuasive  writing,  should  be 
well  crafted  so  as  to  maximize  their  persuasive  power.  After  all,  you’re  not  writing  just  to  blow  off 
steam;  rather,  you  should  be  trying  to  convince  your  readers  of  your  own  position.  Here  are  a few  hints: 

• Try  to  show  that  you  feel  strongly  about  the  issue  without  sounding  shrill  or  angry. 

• Don’t  be  abusive;  this  will  only  create  resentment. 

• Present  clear,  well-thought-out  arguments  to  support  your  position. 

• Try  to  strike  a balance  between  cold  logic  and  rhetorical  flourishes.  You  don’t  want  to  sound  dull 
and  lifeless,  but  you  also  don’t  want  to  sound  worked  up  and  in  an  emotional  state. 

• After  writing  the  letter,  let  it  sit  for  a day  or  two  if  you  can;  then  go  back  to  it  for  revising  and 
editing.  This  is  especially  important  if  you  were  angry  or  indignant  when  you  wrote  the  letter. 

— WRITING  FOLDER 

In  your  Writing  Folder  respond  to  the  following  idea. 


Write  a letter  to  the  editor  responding  to  one  of  the  letters  you’ve  just  read  and  expressing  your 
own  point  of  view  regarding  this  issue  of  eating  meat.  When  you  write  your  letter,  consider  its 
tone.  How  do  you  want  the  letter  to  “sound”  to  the  people  reading  it? 

I 1 1 1 I i.  Hi m I HI  H • ’ v •"  I -?  H Hi 


Activity  2:  The  Good  Listener 


Cultivating  Listening  Skills 

Education  is  the  ability  to  listen  to  almost  anything  without  losing  your 
temper  or  your  self-confidence. 

- Robert  Frost 

Before  honing  your  rhetorical  abilities,  you  probably  need  a bit  more 
work  on  your  listening  skills  - something  you’ve  already  worked  at  in 
Section  4 of  Module  1 . Did  you  know  that  you  spend  more  time  listening 
than  you  do  speaking,  reading,  and  writing  combined?  It’s  important, 
then,  that  you  do  it  right. 

In  Module  1 you  were  asked  how  well  you  really  listen  to  others.  Are 
you  an  active  or  a passive  listener?  Do  you  really  think  about  what  you 
hear,  or  do  you  let  sounds  or  words  float  by  without  responding  to  them? 
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1 . In  your  notebook,  complete  the  diagnostic  quiz  that  follows.  It  will  help  you  determine  how  well 
you  listen. 


How  Good  a Listener  Are  You? 

Rate  yourself  on  a scale  of  1 (low)  to  5 (high)  on  each  of  the  following: 

I always  attempt  to  give  every  person  I converse  with  equal  time  to  talk. 

I really  enjoy  hearing  what  other  people  have  to  say. 

I never  have  difficulty  waiting  until  someone  else  is  finished  talking  so  that  i 

can  have  my  say. 

I listen  even  when  I don’t  particularly  like  the  person  talking. 

The  sex  and  age  of  a person  make  no  difference  to  how  well  I listen. 

I assume  every  person  has  something  worthwhile  to  say,  and  ! listen 

intently  to  friends,  strangers,  and  acquaintances  alike. 

I stop  what  I’m  doing  when  I’m  listening. 

I always  look  directly  at  the  person  who’s  talking  and  give  that  person  full 

attention. 

! encourage  others  to  talk  by  giving  them  verbal  feedback  and  asking 

questions. 

I encourage  other  people  to  talk  through  nonverbal  feedback  - for  example, 

using  gestures,  eye  contact,  and  facial  expressions. 

I ask  for  clarification  of  words  and  ideas  I don’t  understand. 

I’m  sensitive  to  the  meaning  conveyed  by  the  speaker’s  tone  and  gesture. 

I never  interrupt  a person  who’s  talking. 

I withhold  judgements  and  opinions  until  I’ve  heard  all  that  a person  has  to 

say. 

I make  mental  outlines  of  the  points  the  person’s  trying  to  make. 

I consciously  develop  my  listening  skills  in  all  communication  situations. 

I try  to  visualize  what  another  person  is  describing. 

I’m  patient  even  with  inarticulate  speakers  and  make  an  effort  to 

understand  their  point. 

I try  to  understand  other  people’s  underlying  meanings,  motivations,  and 

feelings  when  they’re  speaking. 

! respect  every  person’s  right  to  an  opinion,  even  when  I disagree  with  it. 


Compare  your  responses  with  those  in  the  Appendix,  Section  3:  Activity  2. 
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■ \ 
How  did  you  make  out  with 
the  questionnaire? 


r 


A ^ 


Look  back  over  the  questions  in  which  you  rated 
yourself  low.  These  are  the  key  problem  areas  that 
could  be  improved.  Keep  in  mind  that  hearing  isn’t  the 
same  as  listening.  Hearing  means  that  your  ears  are 
receiving  sound  waves.  Active  listening  is  different.  It 
doesn’t  just  happen;  you  have  to  think  about  it. 


\ 


y 


c ^ 

Not  so  great. 

It  looks  as  if  I 
could  be  a 
better  listener. 


Listening  is  an  important  skill.  If  you’re  an  active  listener,  you’ll  be  able  to 

• concentrate  and  think  about  what  you  hear 

• remember  more  of  what  you  hear  in  class 

• recognize  patterns  in  the  information  you  hear 

• take  notes  more  effectively 

• send  signals  that  help  a speaker  tell  you  what  you  need  to  know 

What  are  active  listeners?  Put  simply,  they’re  just  people  who  try  to  make  sense  out  of  what  they  hear. 
When  you  listen  to  something,  you  do  more  than  just  hear  it.  In  fact,  you  hear  many  things  that  you 
really  don’t  listen  to.  For  instance,  you  seldom  listen  to  the  ticking  of  a clock  or  the  scuffing  of  shoes, 
even  though  you  may  hear  them.  When  you  listen,  you  pay  attention  to  what  you  hear,  trying  to  get 
meaning  from  it.  A good  listener  does  much  more  than  hear  what  you  say  or  keep  quiet  when  you  want 
to  talk.  Friends  show  that  they  care  about  each  other  by  responding  to  what  they  hear;  they  listen 
actively  so  they  truly  understand  the  other  person’s  ideas  and  feelings. 

The  exercise  that  follows  must  be  done  with  a partner.  If  you’re  working  alone,  try  to  get  a parent  or  a 
friend  to  do  it  with  you. 
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2.  Have  a conversation  with  a partner  who  you  feel  is  a good  listener.  It  can  be  someone  your  own  age 
or  older.  Talk  about  something  that  interests  you  both.  Here  are  some  possible  topics: 

• a favourite  singer  or  group 

• a television  program  or  a movie 

• summer-holiday  plans 

• a sport  or  hobby 

After  ten  minutes,  end  the  conversation.  Think  about  how  well  you  did  by  completing  the  following 
chart. 


poor  excellent 

1 2 3 4 5 

Was  1 a good  listener? 

Was  1 friendly  and  natural? 

Did  1 share  the  talking? 

Did  1 wait  courteously  for  my  turn  to  speak? 

Was  the  conversation  interesting? 

Did  1 speak  clearly? 

Did  1 tune  out  distractions? 

Did  1 maintain  eye  contact? 

Score  yourself  out  of  a possible  mark  of  40. 

Now  share  your  completed  chart  with  your  partner  and  discuss  the  results.  Next,  interview  your 
partner  to  find  out  the  following: 

• the  skills  or  qualities  he  or  she  thinks  are  most  important  to  effective  listening 

• ways  in  which  he  or  she  developed  listening  skills 

• methods  he  or  she  uses  to  overcome  listening  problems  - for  example,  trouble  concentrating 

• the  most  important  piece  of  advice  he  or  she  would  give  to  someone  who  was  trying  to 
become  a better  listener 

Summarize  what  you’ve  learned.  As  well,  include  any  listening  secrets  you’ve  discovered  on  your 


own. 
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Paraphrase: 

restate  something 
in  different  words 

Summarize: 
reduce  something 
to  its  main  ideas 


Everyone  should  work  at  becoming  a better  listener.  Here  are  a few  ways  of  doing  just  that. 

• Concentrate  on  hearing  what’s  said. 

• Give  the  other  person  a chance  to  speak.  Avoid  interrupting. 

• Don’t  rush  the  other  person’s  thoughts  or  supply  the  next  word. 

• Tune  out  noises  and  other  distractions. 

• Show  the  other  person  that  you  appreciate  his  or  her  point  of  view  with  an  appropriate  comment. 

• Nod  or  verbalize  an  appropriate  reaction. 

• Let  the  other  person  know  you  value  his  or  her  opinions. 

• If  there’s  important  information  being  conveyed,  paraphrase  and  summarize. 

• Seek  clarification.  Ask  questions  such  as  the  following: 

- “Let  me  be  sure  I understand  you.  What  you  mean  is  . . .?” 

- “I’m  not  sure  I understand  your  conclusion.  Could  you  explain  it  more  fully?” 

- “This  is  what  I hear  you  saying  ....  Am  I right?” 


Critical  Listening 

Of  course  being  a good  listener  isn’t  enough;  you  also  need 
to  be  a critical  listener.  Critical  listening  involves 
using  reason  and  reflection  to  decide  what  to  do 
or  believe.  If  you’re  a critical  listener,  you 
analyse  and  evaluate  the  meaning  of  what  you 
hear,  the  intention  of  the  speaker,  and  your 
own  response. 


You  got  some  practice  in  critical 
listening  in  Module  1,  where  you 
listened  to  a speech  or  lecture  and 
completed  a listening  chart.  And 
in  Section  1 of  this  module 
you  looked  at  persuasive 
techniques  used  by 
advertisers.  Put  all  of  this 
together,  and  apply  what 
you’ve  learned  whenever  you  listen  to 
someone  trying  to  convince  or  persuade  you 
of  something,  and  you’ll  be  a good,  active,  and  critical  listener.  The  key  is  to  know  when  someone’s  trying 
to  convince  you  to  do  something  - like  buy  a car  - or  persuade  you  to  think  differently  - to  change  your  views 
on  a social  issue,  for  example.  When  you  sense  that  this  is  happening,  try  to  apply  skills  you  developed  in 
Section  1 . Be  patient  and  wait  for  all  the  facts  before  making  a judgement,  look  for  proof  or  confirmation  of 
what’s  said,  and  try  to  examine  the  hows  and  whys  of  ideas  that  are  being  offered. 
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Now  examine  the  three  main  processes  involved  in  critical  listening: 

Before  you  listen 

• ask  yourself  what  you  already  know  about  the  topic 

• examine  your  attitudes  about  the  speaker,  trying  to  avoid  prejudging  the  ideas  based  on  those 
attitudes 


• remind  yourself  of  the  speaker’ s purpose  (Why  is  this  person  investing  time  and  energy  in  talking 
to  you?) 

• think  about  the  setting  or  the  context  (What  does  the  situation  suggest  about  the  speaker’s 
purpose?) 


While  you’re  listening 

• analyse  the  types  of  appeals  presented  (Is  the  speaker  trying  to  appeal  through  logic  or  emotion?) 

• jot  down  key  words  the  speaker  uses  - especially  those  that  are  repeated  (Do  these  words  offer 
useful  information?  Are  they  designed  to  appeal  to  your  emotions?) 

• analyse  the  speaker’s  nonverbal  language  (Does  the  speaker  appear  at  ease?  Are  gesture  and 
voice  being  used  to  mask  weak  arguments?) 

• watch  for  error  in  logic  (Are  the  reasons  and  points  the  speaker  offers  valid?) 

• compose  mental  questions  you’d  like  to  ask  the  speaker 

• mentally  paraphrase  the  speaker’s  main  points  (Do  the  ideas  still  make  sense  when  you  put  them 
into  your  own  words?) 


After  the  presentation 

• write  a one-sentence  summary  (What  was  the  gist  of  the 
presentation?) 

• list  the  key  points,  arguments,  or  reason  in  your  own  words 


examine  your  own 
emotional  response 
(How  do  you  feel?  How 
did  the  presentation 
stimulate  those  feelings?) 

list  any  concerns  you  may 
still  have  (How  can  these 
be  answered?) 


decide  whether  or  not  you 
accept  or  agree  with  the  message 
(Is  it  true?) 
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So  what  happens  after  you’ve  analysed  a speaker,  the  appeal,  the  situation,  the  evidence,  and  the  issue? 
If  you  agree,  you  can  simply  think  or  do  what’s  asked  of  you.  But  what  do  you  do  if  you’re  not 
convinced  and  the  persuader  doesn’t  want  to  take  no  for  an  answer?  How  you  will  respond  will  depend 
to  a large  extent  on  your  relationship  with  the  speaker.  Keep  in  mind  the  following  two  points: 

• Stick  to  your  own  opinion;  you  have  the  right  to  hold  your  own  views. 

• Be  polite,  but  firm.  Clearly  state  your  view  or  decision.  Avoid  expressions  such  as  “I’d  really  like 
to,  but.  . .”  because  they  make  the  speaker  think  you  really  haven’t  made  up  your  mind. 


3.  On  your  companion  audiotape  you’ll  find  a short  persuasive  monologue  on  smoking.  Listen  to  it 
critically;  then  answer  the  questions  that  follow.  (If  you’re  hearing-impaired,  you’ll  find  a transcript 
of  the  monologue  in  the  Appendix.) 


a.  Identify  any  appeals  made  by  the  speaker. 

b.  Now  identify  any  logical  fallacies  she  makes. 

c.  List  a few  highly  connotative  words  she  uses. 

d.  In  a sentence  or  two  describe  your  own  emotional 
(not  logical)  response  to  what  you  heard. 

e.  Now  pretend  you’re  Margot.  In  your  notebook  write 
down  what  you’d  say  to  your  friend. 


Compare  your  responses  with  those  in  the  Appendix,  Section  3:  Activity  2. 


WRITING  FOLDER 


In  your  Writing  Folder  respond  to  the  following  ideas. 


1 . You  and  your  friend  are  going  out  for  something  to  eat.  All  day,  you’ve 
been  dreaming  of  pizza.  Your  friend  says,  “I  know  that  you  like  pizza 
better,  but  I just  have  to  have  Chinese  food  tonight.  Besides,  it’s  closer, 
and  it’s  better  for  you.”  You’re  not  convinced.  What  do  you  say? 

2.  You’ve  been  trying  on  shirts  all  afternoon.  You’re  nearly  ready  to  give 
up  when  the  sales  clerk  (who’s  been  patiently  helping  you  for  hours) 
says  “Oh,  wait?  I’ve  got  the  perfect  shirt  for  you!  It’sjustcome  in 
and  it  will  look  terrific  on  you.  It’s  the  latest  style.  And  the  price 
is  so  reasonable.  You  have  to  try  it  on!”  When  you  look  at  the 
price  tag,  you  find  that  it’s  $10.00  more  than  you  were  planning 
to  pay.  And  it  doesn’t  look  so  terrific  to  you.  What  do  you  say? 
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Activity  3:  Preparing  a Speech 


Oratorical- 

relating  to 
oratory , or  public 
speaking 


_ v 

Guess  what?  I’m  giving  a speech  in  the  oratorical  contest. 
It’s  on  the  topic  “What  I Believe”;  it’s  supposed  to  be  on  my 
own  values  and  beliefs.  I guess  I have  to  say  what  I believe 
and  why. 

\ J 


- ■ V 

That’s  great,  Jenna. 
Need  any  help 
getting  it  ready? 


^ r- — 

I was  hoping  you’d 
offer.  I haven’t  had 
much  experience  at 
public  speaking,  and 
to  tell  the  truth,  it 
scares  me  to  death. 


What  about 
the  speaking 
part? 


-A  f- — 

Believe  me,  I understand.  Talking  in  front  of  the  whole 
student  body  would  be  a little  nerve-wracking.  Well, 
let’s  begin  by  examining  the  first  key  factor  in  effective 
public  speaking:  preparation.  Now  preparation  means 
more  than  writing  the  actual  speech.  You  have  to 
consider  your  audience  and  purpose. 


We’ll  look  at  the  second  key  factor,  your  performance,  in 
the  next  activity.  Right  now,  you  should  focus  on  writing 
your  speech.  We’ll  begin  by  examining  the  major  steps 
in  that  process. 


J 


The  speech  that  Jenna  has  to  give  will  also  be  one  of  your  assignments  for  this  section.  For  the  rest  of 
this  activity  you’ll  play  the  role  of  this  student.  The  work  that  follows  will  take  you  through  the  steps 
involved  in  producing  a polished  speech.  When  you’re  finished,  you’ll  have  a rough  draft  - maybe  even 
a final  draft  - to  put  on  an  audiocassette  later  to  be  submitted  for  a grading. 

Begin  at  the  beginning. . . and  go  on  till  you  come  to  the  end:  then  stop. 


-The  King , Alice’s  Adventures  in  Wonderland 
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What  is  a speech?  Unlike  everyday  conversation,  a speech  has  a main  idea  that’s  developed  in  a logical 
and  systematic  way.  A speech  is  an  oral  presentation  of  ideas  that  are  linked  together  and  then  presented 
to  an  audience.  It  has  a clear  three-part  structure: 


• an  introduction 

• a discussion  section 

• a conclusion 


What  follows  are  the  steps  involved  in  writing  a speech. 


Step  1 : Knowing  Your  Subject,  Audience,  and  Purpose 

Subject:  No  matter  what  you’re  talking  about,  you  must  understand  your  subject.  You  should  think  the 
topic  through  and  know  enough  about  it  to  say  something  intelligent. 

Audience:  Leam  about  your  audience.  Your  language  should  be  appropriate  for  the  group  you’re 
addressing. 

Purpose:  Your  language  should  be  appropriate  to  your  purpose,  so  be  clear  on  what  you  wish  to 
accomplish. 

1 . Now  it’s  time  for  you  to  begin  work  on  your  assignment.  First,  go  to  your  assignment  at  the  end  of 
this  section  and  read  it  through  to  be  sure  you  understand  what’s  required.  Then  answer  the 
following  questions. 

a.  What  will  the  subject  of  your  speech  be?  (Take  some  time  to  consider  before  answering.) 

b.  Describe  your  audience.  Tell  everything  you  know  about  it. 

Step  2:  Getting  ideas 

At  this  step  you  should  be  brainstorming 
ideas  without  paying  much  attention  to 
form.  There  are  two  things  you  must 
remember  to  do  here: 

• Focus  on  your  goal;  that  is,  keep  in 
mind  your  purpose. 

• Always  bear  in  mind  who  your 
audience  will  be. 

You  may  begin  here  to  research  details  to 
develop  your  ideas.  Y our  research  can  take 
many  forms.  A museum  or  a library  may 
have  everything  you’ll  need  on  your  topic, 
but  you  can  also  interview  people,  take 
surveys,  or  conduct  questionnaires  to  gather 
the  necessary  information. 
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2.  Now  answer  these  questions: 

a.  Identify  a few  places  where  you  can  find  details  or  facts  to  support  the  ideas  of  your  speech. 

b.  What  are  some  key  ideas  you  know  you’ll  want  to  include  in  your  speech? 

c.  Now  explain  your  purpose.  What  type  of  speech  will  you  be  writing?  What  do  you  hope  to 
achieve? 

Compare  your  responses  with  those  in  the  Appendix,  Section  3:  Activity  3. 


Step  3:  Writing  the  Introduction 

At  this  stage  you  have  your  research  completed  and  you’re  ready  to  write  your  introduction.  Your 
introduction  helps  to  establish  a relationship  with  the  audience.  It  lets  people  know  what  you’ll  talk 
about,  and  it  will  give  them  confidence  that  you  won’t  just  speak  randomly.  An  introduction  should 
accomplish  three  things:  it  should 

• get  the  attention  of  the  audience 

• identify  the  topic  of  the  speech 

• convey  your  point  of  view 


Getting  the  Attention  of  the  Audience 

An  effective  speech  needs  an  appetizer  or  attention  getter  to  pique  the  curiosity  of  the  audience.  This 
helps  to  focus  attention  on  the  speaker  and  indicate  the  direction  in  which  the  speech  is  headed.  Some 
techniques  to  accomplish  this  are  illustrated  by  the  examples  that  follow: 

• Using  relevant  humour: 

“A  young  English  author  was  due  to  deliver  the  first  speech 
of  his  American  lecture  tour.  ‘I’m  such  a miserable 
speaker,’  he  confessed  to  his  American  agent,  ‘that  I know 
they’ll  all  walk  out  on  me  before  I finish.’  ‘Nonsense!’ 
retorted  the  agent.  ‘You’re  an  excellent  speaker  and  will  keep 
the  audience  glued  to  their  seats.’  ‘Oh,  I say,’  cried  the 
author,  ‘that’s  a wonderful  idea!  But  do  we  dare?’  ” 

• Presenting  shocking  facts  or  statistics: 

“By  late  1923  prices  in  Germany  had  increased  726  million  times  over  what  they  had  been  five 
years  earlier  in  1918.” 

• Asking  a rhetorical  question: 

“Did  you  know  that  Parker  Brothers  prints  about  the  same  amount  of  money  annually  for 
Monopoly  sets  as  the  United  States  Treasury  prints  for  genuine  use?” 
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Analogy:  a 

comparison  or 
similarity > 


• Using  a quotation: 

“Ann  Landers  once  said.  Television  has  proved  that  people  will  look  at  anything  rather  than  each 
other.’” 

• Presenting  a startling  statement: 

“There  are  more  abortions  in  the  nation’s  capital  than  there  are  births.” 

“Four  out  of  five  men  in  this  audience  will  die  of  heart  disease.” 

• Using  an  analogy: 

“If  all  the  milk  produced  in  one  year  in  the  United  States  were  put  into  quart  containers,  the 
containers  placed  end  to  end  would  extend  around  the  earth  twenty  times  and  to  the  moon  and 
back.” 


Identifying  the  Topic  of  the  Speech 

You  should  identify  the  topic  of  your  speech  in  a single  sentence.  It’s  best  to  be  very  precise,  perhaps 
using  a phrase  such  as  “The  subject  of  my  talk  is. . or  “Tonight  I’m  going  to  talk  about. . .”. 


Conveying  Your  Viewpoint 

The  final  sentence  of  your  introduction  should  make  your  personal  view  clear.  It  could  start  with  “I 
believe.  . .”  or  “I  think. . .”. 

At  this  point  you  should  start  to  develop  your  own  style  of  writing  as  well.  Try  to  make  it  sound  almost 
like  normal  conversation  - bearing  in  mind,  of  course,  who  your  audience  is.  This  style  will  be 
comfortable  for  both  you  and  the  audience. 


Remember:  If  you  tell  the  audience  where  they’re  going,  they’ll  help  you  get  there.  A sense  of 
ease  and  security  develops  when  the  people  in  the  audience  have  a firm,  clear  grasp  of  what  you 
want  to  say  and  what  you  want  them  to  do. 


3.  Now  write  your  introduction.  Make  sure  that  you  have  an  attention  getter  and  that  you  clearly  state 
your  topic  and  express  your  viewpoint. 

Compare  your  response  with  the  one  in  the  Appendix,  Section  3:  Activity  3. 

Step  4:  Writing  the  Body 

The  discussion  section  (or  body)  of  your  speech  is  where  you  give  your  audience  reason  to  agree  with 
your  point  of  view.  This  is  the  main  part  of  your  talk,  so  it  should  be  the  longest  section  and  the  one  to 
which  you  devote  the  most  time. 
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Be  sure  you  organize  your  main  points.  You  must  give  your  listeners  relevant  facts  and  illustrations  - 
proof  to  support  your  ideas.  And  you  must  maintain  your  listeners’  interest.  Let  your  enthusiasm  show 
by  personalizing  your  speech  with  some  of  your  own  anecdotes.  You  may  want  to  use  quotations  or 
statistics  from  experts.  Keep  it  simple,  and  use  vivid  language  so  the  audience  can  see,  hear,  or  taste 
what  you’re  describing. 

4.  Now  write  the  discussion  section  of  your  speech.  Make  sure  you  maintain  the  conversational  style 
you  started  in  the  introduction. 

Compare  your  response  with  the  one  in  the  Appendix,  Section  3:  Activity  3. 


Step  5:  Writing  the  Conclusion 

You’re  now  ready  to  conclude  your  speech.  First,  tip  off  the  audience  that  you’re  about  to  close.  When 
you  say  “To  summarize. . or  “In  conclusion. . .”,  you’ll  always  get  your  audience’s  attention.  Then 
quickly  summarize  your  main  points  and  hit  your  listeners  with  your  parting  shot  - one  that  clearly 
highlights  your  objective  in  giving  the  speech.  Try  to  end  in  a dynamic  or  memorable  way  so  that  your 
speech  leaves  a lasting  impression. 


Caution:  Don’t  fall  in  love  with  sound  of  own  voice  and  drag  on  and  on.  And  don’t  end  your 
speech  with  “Thank  you.”  The  audience  should  be  thanking  you  for  sharing  your  ideas  with 
them. 


5.  Now  write  the  conclusion  for  your  own  speech. 

Compare  your  response  with  the  one  in  the  Appendix,  Section  3:  Activity  3. 


Step  6:  Making  Your  Notes 

Once  the  speech  is  written,  reduce  it  to  notes.  Take  key  words  from  each  section  - words  that  will 
remind  you  of  your  essential  ideas.  Then  list  them  in  an  outline  form.  You’ll  want  your  speech  to  be  in 
the  form  of  “heightened  conversation.”  If  you  speak  from  notes,  you’ll  sound  more  natural  than  you  will 
if  you  try  to  read  it  word  for  word.  This  is  one  of  the  key  factors  that  separates  good  speech  makers  from 
mediocre  ones.  If  you  talk  to  your  audience,  you’ll  keep  their  attention;  if  you  read  at  them,  you 
probably  won’t. 

Many  speakers  like  to  use  small  index  cards  for  their  notes  - one  point  per  card.  This  way,  as  they  make 
each  point,  they  can  move  that  card  to  the  back  of  the  group  of  cards.  The  advantage  of  this  system  is 
that  each  time  you  look  down,  you  don’t  have  to  find  your  place  on  a sheet  of  paper.  You  always  have 
your  next  point  right  in  front  of  you. 
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Activity  4:  Presenting  Your  Speech 


Well,  I’ve  got  my  speech 
written.  I’m  ready  to  start 
practising. 


I’ve  got  a few  tips  to  share  with  you,  but  first 
I’d  like  you  to  try  to  come  up  with  a few  ideas 
of  your  own  on  how  to  make  an  effective 
presentation. 




Remember,  because  speaking  is  a public 
experience,  your  speech  takes  on  many  of  the 
elements  of  a performance;  people  listen  not 
only  to  what  you  say  but  to  how  you  say  it. 


With  a partner  if  possible,  discuss  some  of  the  factors  that  prevent  people  from  speaking  well.  Draw 
upon  your  observations  of  public-speaking  situations,  either  your  own  or  other  people’s.  Make  a list. 
Now  think  of  a pub  lie- speaking  situation  that  went  well,  again  either  your  own  or  someone  else’s.  Why 
was  it  successful?  Make  another  list  of  reasons. 

Compare  your  ideas  with  those  in  the  Appendix,  Section  3:  Activity  3. 


The  main  thing  you  can  do  to  ensure  that  your  speech  will  go  well  can  be  summed  up  in  these  words: 
practise,  practise,  practise.  Practice  is  essential.  If  possible,  practise  under  circumstances  similar  to 
those  of  the  actual  room  you’ll  be  in.  Picture  the  people  in  your  audience.  Imagine  them  looking  up  at 
you  and  listening  attentively.  Practise  your  speech  in  front  of  a mirror,  or  use  an  audiotape  or  videotape 
recorder.  From  your  friends  or  parents  you’ll  get  valuable  feedback  on  your  performance.  They’ll  tell 
you  if  you’re  using  “urns”  and  “ahs”  when  you  should  be  pausing  silently.  From  the  audiotape  or 
videotape  you’ll  spot  flaws  as  well.  Remember,  you’re  going  to  be  your  own  harshest  critic.  No  speech 
is  ever  perfect. 
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Here  are  a few  things  you  ought  to  practise  in  preparing  to  make  a speech: 

• Using  Your  Eyes  Effectively 

Your  eyes  should  neither  stay  in  one  place  nor  move  about  restlessly.  Be  sure  to  pick  at  least  four 
or  five  locations  (or  friendly  faces)  in  the  audience  and  alternate  your  eye  contact  among  them. 

• Pausing  to  Show  Transition  or  Dramatic  Effect 

Pauses  help  the  audience  and  you,  the  speaker.  They  add  dramatic  impact  and  help  you  to  pace 
your  speech,  giving  you  time  to  take  a deep  breath  and  collect  yourself.  For  instance,  your  first 
pause  should  come  when  you  reach  your  speaking  position.  Look  slowly  out  across  the  audience 
without  speaking.  Introduce  yourself  with  a smile.  You’ll  find  pauses  have  a settling  influence  on 
your  speaking.  Probably  the  thing  most  novice  speech  makers  find  the  hardest  to  do  is  to  go 
slowly  and  to  take  pauses.  It  takes  lots  of  practice. 

• Using  Your  Body 

Turning  your  whole  torso  to  face  different 
sections  of  the  audience  is  often  very  effective.  \\ 

Walking  in  moderation  - not  pacing  - is  U 
sometimes  also  effective.  Gestures  should 
appear  natural;  they  shouldn’t  distract  the 
audience  from  what  you’re  telling  them. 

Avoid  nervous  fidgeting.  If  you’re  not  sure 
what  to  do  with  your  hands,  place  them 
squarely  on  the  podium.  But  make  sure 
you  don’t  lock  your  hands  in  concrete 
behind  your  back  and  never  move  them. 

Here’s  a useful  technique  for  practising 
gesturing.  Read  through  your  speech  one  or  more 
times  forcing  yourself  to  gesture  at  least  twice  in 
every  sentence.  Keep  using  this  forced,  exaggerate 
movement  until  some  gestures  start  to  feel  natu 
You’ll  find  they  continue  to  appear  when  you  res 
speaking  normally. 

• Making  Pitch,  Rate,  and  Volume  Work  for  You 

When  addressing  an  audience,  the  great  dramatic  speakers  range  in  volume  from  whispering  to 
shouting.  Sometimes  they  use  long,  dramatic  pauses;  other  times  they  race  through  a paragraph. 
Their  voices  may  mmble  in  anger  or  rise  in  joy.  Exaggerate  when  you  practice;  let  your  voice 
roam  a little.  Have  fun;  you’ll  hear  the  results  on  your  tape  recorder. 

• Paraphrasing  Ideas,  Not  Words 

Concentrate  on  your  message  rather  than  on  specific  words.  Think  of  images  and  the  ideas  you 
want  to  convey.  Your  enthusiasm  will  become  your  greatest  asset,  and  you’ll  appear  to  speak 
more  naturally. 
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Follow-up  Activities 


If  you  found  the  activities  difficult,  you  should  complete  the  Extra  Help.  If  you  understand  the  concepts 
clearly,  you  should  complete  the  Enrichment. 


Extra  Help 
Good  Listening 

What  is  listening?  Listening  is  being  attentive  - paying  attention  to  what 
you  hear  for  the  purpose  of  getting  meaning  from  it.  You  listen  to 
something  if  you  feel  it’s  important  to  you. 

1 . Are  you  a good  listener?  In  Activity  2 you  completed  a questionnaire  to 
help  you  assess  your  effectiveness  as  a listener.  If  you  want  even  more 
information  about  your  own  listening  skills,  here’s  another 
questionnaire.  Try  to  answer  it  as  honestly  as  you  can. 


yes 

no 

When  someone  else  is  talking,  1 tend  to  keep  track  of  sights  and  noises 
around  me. 

If  1 think  what  the  other  person  is  saying  is  starting  to  sound  too  difficult,  1 
stop  listening. 

Anytime  a speaker  says  something  1 don’t  understand  or  1 disagree  with, 
1 interrupt. 

1 find  that  the  other  person’s  general  appearance  and  way  of  talking  let 
me  know  whether  he  or  she  has  something  to  say  that’s  really  worth 
listening  to. 

When  someone  else  is  talking  and  says  something  that  annoys  me  or 
that  1 disagree  with,  I’ll  immediately  show  my  annoyance  or  impatience. 

It’s  possible  for  me  to  “hear”  something  said  that  wasn’t  actually  said. 

When  someone  else  is  speaking,  1 tend  to  concentrate  on  what  I’m  going 
to  say  when  1 get  my  chance  to  speak. 

When  someone  else  is  speaking,  1 can  easily  be  thinking  of  other  things 
as  well  as  listening  to  what’s  being  said. 
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Now  count  up  the  number  of  times  you  answered  yes  and  the  number  you  answered  no.  A yes  answer 
to  any  of  the  questions  indicates  that  you’re  distracted  when  you  listen.  In  other  words,  you  aren’t 
completely  focused  on  the  communicator.  If  you  checked  off  more  yeses  than  noes  in  the  questionnaire, 
it’s  possible  that  you  may  not  be  listening  carefully  enough  to  other  people. 

What  are  some  signs  that  a person’s  been  listening?  People  usually  show  they’ve  been  listening  by 

• linking  what  they  say  to  what’s  been  said  previously 

• asking  questions  out  loud  or  in  their  own  minds  about  what’s  been  said 

• showing  by  their  response,  an  understanding  of  what’s  been  said 


Listening  Critically  to  a Persuasive  Message 

Whenever  you  listen  to  anyone  attempting  to  sell  you  something,  that 
speaker  is  trying  to  persuade  you,  and  you  must  listen  carefully.  The 
sales  pitch  is  designed  to  control  your  spending 
practices,  so  your  ability  to  listen  and  analyse  a 
persuasive  message  is  very  important.  You  can 
listen  much  faster  than  most  people  can  talk.  That 
means  you  have  time  to  think  and  evaluate  what  you  hear. 

Critical  listeners  pose  questions  to  themselves  while  they  listen. 

Before  you  listen,  ask  yourself  these  questions: 

• What  is  the  purpose  of  this  message? 

• Is  the  source  or  speaker  credible  on  this  issue  or  for  this  product? 

• What  will  it  take  to  convince  me  that  the  speaker  has  a strong 
case? 

While  you  listen,  ask  yourself  these  questions: 

• What  key  words  are  repeated  during  the  presentation? 

• What  advertising  or  propaganda  devices  are  used?  (Review  persuasive  techniques  in  Section  1 of 
this  module.) 

• What  pieces  of  useful  and  logical  information  are  presented? 

Finally,  after  you’ve  listened,  ask  yourself  these  questions: 

• What  unanswered  questions  do  I have? 

• Can  I summarize  the  main  points  in  my  own  words? 

• Do  I agree  with  or  accept  the  message  or  claim?  Is  the  messaage  or  claim  valid  or  true?  Is  it 
important? 


What  should  I do  about  it? 
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Now  you’re  going  to  listen  to  another  persuasive  speech  on  your  cassette.  You’ll  hear  a car  salesman 
make  a pitch  to  you  to  buy  a car.  Listen  to  the  speech  and  then  answer  the  questions  that  follow.  (If 
you’re  hearing  impaired,  you’ll  find  a transcript  of  the  speech  in  the 
Appendix.) 

2.  What  persuasive  devices  are  used  in  the  speech?  (Don’t  limit 
yourself  necessarily  to  devices  discussed  in  this 
module.) 


3.  Are  you  given  any  useful  information?  If  so, 
what  is  it? 

4.  What  unanswered  questions  do  you  have? 

5.  Do  you  accept  the  arguments  presented?  Explain. 

Compare  your  responses  with  those  in  the  Appendix,  Section  3:  Extra  Help. 


Enrichment 

The  Good  Listener 


Do  one  or  both  of  the  questions  in  this  activity. 


1°  ° ° °\  . 


1 . Arrange  to  interview  someone  who’s  lived  in  your  neighbourhood  for  a long  time.  The  purpose  of 
your  interview  will  be  to  learn  about  the  history  of  the  area.  Plan  your  questions  and  discuss  them 
with  your  interviewee.  Remember  that  you  want  to  be  a good  listener.  Tape  your  interview. 


Now  listen  to  the  recording  of  your  interview  and  evaluate  it.  Consider  the  following  questions: 


• Were  you  relaxed  and  prepared  with  intelligent  questions? 

• Did  you  speak  clearly? 

• Did  you  summarize  or  paraphrase  to  make  sure  you  understood  your  interviewee’s 
responses. 


• Did  you  maintain  enthusiasm? 

• Did  you  demonstrate  the  qualities  of  a good  listener?  Did  you 

- maintain  good  eye  contact 

- use  appropriate  body  language  (lean  forward,  nod  occasionally) 

- ask  for  clarification 

- summarize  or  paraphrase  key  ideas 

• Did  it  sound  like  conversation  with  a purpose? 

• Overall,  did  you  achieve  the  purpose  of  the  interview? 
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Additional  Tips  On  Public  Speaking 


The  following  chart  summarizes  some  of  the  things  that  a good  speaker  should  keep  in  mind. 


Effective  Speaking 

Volume 

• Talk  loudly  enough  so  that  you  can  be  understood. 

• Check  the  volume  levels  on  the  microphone  before  you  give  your  speech. 

• Maintain  good  posture  so  that  the  sound  comes  out  easily,  without  forcing. 

• Breathe  normally.  Take  in  enough  air  so  that  you  can  maintain  your 
volume  through  an  entire  sentence. 

Articulation 

• Speak  slowly.  Make  sure  the  audience  hears  every  sound. 

• Check  the  pronunciation  of  words  about  which  you’re  unsure. 

Interpretation 

• Pick  out  the  key  words  in  each  sentence  and  emphasize  them  with  your 
voice. 

• Vary  the  sound  of  your  voice.  Don’t  let  your  speech  become  monotone. 

Attitude 

• Be  positive.  Expect  to  succeed. 

• Remember  that  the  audience  wants  you  to  give  a good  speech. 

Don’t  forget  when  speaking  that  your  body  language  plays  an  important  part  in  the  overall  impression 
you  make  as  a speaker.  Keep  in  mind  the  following  list  of  dos  and  don’ts  while  you  practise. 


Do 

Don’t 

• strive  for  a balanced  impression, 

• be  either  timid  and  defensive  or 

confident  and  assertive 

aggressive  and  overbearing 

• maintain  a relaxed  but  upright 

• slouch  or  tense  your  shoulders 

posture 

• look  as  if  you’re  about  to  be  hanged 

• try  to  maintain  a warm,  pleasant 

• let  your  face  become  blank  and 

manner 

expressionless 

• use  facial  expressions  (The  eyes 

• point  (It  looks  too  aggressive.) 

are  very  expressive.) 

• fold  your  arms  or  put  your  hands 

• keep  hand  gestures  open  and 

behind  your  back  (It  looks 

directed  toward  the  audience 

defensive.) 

• use  gestures  only  to  reinforce  key 

• move  any  part  of  your  body 

words  and  phrases 

aimlessly 

2.  Tape  a five-minute  speech  in  which  you  explain  to  a class  how  to  do  something.  For  example,  you 
might  give  your  speech  on  how  to  make  the  world’s  best  chocolate-chip  cookies,  how  to  start  your 
own  company,  how  to  write  a resume  and  prepare  for  an  interview,  or  how  to  make  friends  in  a new 
school  or  work  situation.  As  you  listen  to  yourself  on  tape,  critique  your  speech.  Write  down 
strengths  and  weakness.  Practise  improving  the  speech  and  tape  it  again. 
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Conclusion 

In  this  section  you’ve  looked  at  communication  skills.  Everyone  can  improve  his  or  her  skills  in  this 
area.  With  some  hard  work  you  too  can  become  a critical  listener  and  an  accomplished  speaker. 

Overcoming  stage  fright  takes  practice  and  hard  work.  You  now  have  the  proper  tools;  you’re  equipped 
to  take  on  some  of  these  challenges. 

Your  attitude  is  critical  in  turning  yourself  into  an  active  listener  and  a confident  speaker.  Listen 
carefully  and  critically  to  what  others  believe,  and  don’t  forget  to  express  what  you  believe  yourself. 


Section  3 Assignment:  Expressing  Your  Beliefs 

Review  the  Evaluation  information  found  in  the  introductory  pages  of  this  module. 

It  is  important  to  number  and  clearly  identify  each  page  with  the  following  information  at  the  top: 

English  20  - Module  6 Section  3 Assignment  Page  # Name  and  ID  # 

Be  sure  to  write  legibly.  Leave  a wide  left  margin  and  number  all  of  your  pages. 


1 . a.  You  are  to  prepare  and  record  on  audiocassette,  a formal,  persuasive  speech  about  something 
you  believe  or  value  - a speech  that  would  be  appropriate  to  present  to  the  assembled  student 
body  of  your  school  along  with  teachers,  principal,  and  perhaps  invited  guests.  In  your  speech 
you  should  clearly  explain  both  what  it  is  you  believe  - or  value  - and  why  you  consider  it 
important. 


If  you’ve  worked  through  Activities  3 and  4,  you’ll  have  already  done  most  of  the  work 
for  this  assignment. 

Be  sure  you  clearly  label  your  audiocassette  with  the  following  information 

• your  name 

• your  student  number,  if  applicable 

• the  course  name 

• the  module,  section,  and  question  numbers 

b.  When  you’ve  recorded  your  speech,  constmct  and  fill  in  a chart  with  these  headings: 

• Purpose  of  Speech 

• Audience 

• Topic  of  Speech 

• Speaker’s  Viewpoint 

• Main  Ideas 
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2.  Choose  one  of  your  Writing  Folder  responses  from  anywhere  in  this  module.  Either  revise  and  edit 
it,  or  use  it  as  the  starting  point  for  a new  piece  of  writing  which  you’ll  then  revise  and  edit. 

Be  sure  to  indicate  clearly  which  Writing  Folder  exercise  you’re  responding  to. 


MODULE  SUMMARY 


How  will  you  be  guided  in  a time  of  crisis?  When  faced  with  a difficult  decision,  you  may  look  within 
yourself  to  find  an  answer,  and  you’ll  probably  find  that  your  values  will  be  your  guideposts.  They’ll 
remind  you  of  the  things  you  hold  most  precious  and  help  you  to  set  priorities. 

Over  time  various  influences  will  come  to  bear  on  your  values.  Advertisers  will  try  to  impose  their  own 
special  brand  of  values  on  you.  They  often  sell  an  image  rather  than  a product  and  promise  more  than 
they  really  deliver.  In  your  lifetime  there  will  be  many  attempts  to  persuade  you  to  buy  a product  or 
adopt  a different  way  of  thinking.  Persuasive  writers  and  speakers  all  bid  to  change  the  way  you  think  or 
the  way  you  do  things. 


What  is  the  role  of  literature?  Literature  can  also  influence  your  belief  systems,  but  in  a less  obvious 
way.  Through  fiction  you  can  experience  a wide  range  of  values  because  writers  purposefully  place 
characters  in  critical  situations  which  tend  to  reveal  their  true  natures.  Good  fiction  tries  to  show  you  a 
slice  of  life.  It’s  up  to  you  to  decide  if  the  theme  of  such  a work  is  insightful  and  meaningful. 


How  will  you  respond  to  increasing  pressures  by  persuasive  techniques?  Will  you  critically  examine 
advertisements?  editorials?  salespeople?  orators?  Thinking  critically  is  an  important  life  skill;  your 
response  is  up  to  you,  but  try  keep  an  open  mind,  listen  carefully,  and  express  yourself  firmly. 

In  the  words  of  William  Shakespeare  in  his  play  Hamlet , 


Give  every  man  thine  ear,  but  few  thy  voice; 

Take  each  man’s  censure,  but  reserve  thy  judgement. 


To  ensure  that  all  your  work  has  been  completed  in  a satisfactory  manner,  check  off  the  items  in  the 
following  list: 

□ Section  1 Assignment  has  been  completed. 

□ Section  2 Assignment  has  been  completed. 

□ Section  3 Assignment  has  been  completed. 

□ Your  responses  are  organized  and  neat,  with  room  for  teacher  comments. 

□ All  your  response  pages  are  numbered  consecutively  and  identified  with  this  heading: 

English  20  - SVIodule  6 Section  # Assignment  Page  # Name  and  ID  # 

Submit  only  your  assignment  response  pages  (along  with  any  audiotape  and/or  videotape  cassettes) 
for  evaluation. 


Appendix 


Glossary 

Activities 

Extra  Help 

Enrichment 

Audiotape  Transcripts 
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Glossary 

analogy:  a comparison  or  similarity 

connotation:  a suggested  meaning  associated  with  a word’s 
literal  meaning 

connotative:  having  suggested,  or  associated,  meanings 

denotation:  the  literal  meaning  of  a word 

dilemma:  a situation  in  which  someone  is  faced  with  two 
equally  problematic  or  unattractive  alternatives 

editorial:  a newspaper  article  that  presents  the  opinion  of  the 
editor  or  publisher 

emotive  language:  a choice  of  words  that  reveals  a bias  or 
opinion 

limited-omniscient  point  of  view:  a third-person  type  of 
narration  according  to  which  the  narrator  is  limited  to 
revealing  the  thoughts  and  feelings  of  one  character  only 

logical  fallacy:  an  argument  that  appears  to  be  logical  but 
really  is  not 


objective  point  of  view:  a third-person  type  of  narration 
in  which  the  narrator  simply  records  sights  and  sounds 

omniscient  point  of  view:  a third-person  type  of 
narration  that  allows  the  narrator  to  relate  any  or  all 
actions,  thoughts,  and  feelings  of  characters 

oratorical:  relating  to  oratory,  or  public  speaking 

paraphrase:  restate  something  in  different  words 

propaganda:  ideas  spread  deliberately  to  promote  a cause 

sonnet:  a rhymed  poem  of  fourteen  lines  expressing  a single 
idea 

statement  of  fact:  an  assertion  that  can  be  proven  true  or 
false 

statement  of  opinion:  an  assertion  that  cannot  be  proven 
true  or  false 

summarize:  reduce  something  to  its  main  ideas 


Suggested  Answers 


Section  1 : Activity  1 

1.  Responses,  of  course,  will  be  personal.  Here’s  one  student’s  chart. 


Appendix 


75 


2.  a.  In  this  case,  the  speaker  in  the  poem  is  likely  the  poet  himself.  The  sonnet  lends  itself  to  personal  reflection  by  the  poet. 
Here,  the  speaker  is  standing  in  some  grassland  and  gazing  upon  the  sea.  He  is  meditating  about  the  state  of  the  world. 

b.  When  the  speaker  says  we  are  “out  of  tune,”  he  means  that  society  has  lost  its  appreciation  of  nature.  Using  the 

metaphor  of  tune,  the  speaker  is  also  suggesting  that  human  beings  are  out  of  harmony  with  the  natural  world. 

c.  1 ) This  line  focuses  on  society’s  preoccupation  with  the  pursuit  of  material  property  and  worldly  power. 

2)  The  speaker  seems  to  feel  that  this  is  the  reason  people  are  “out  of  tune.” 

d.  In  this  line  Wordsworth  is  expressing  his  dismay  with  the  state  of  the  world  as  he  sees  it.  He  says  he  would  rather  live 

with  the  ancient  Greeks,  having  been  raised  on  a religion  that  is  no  longer  believed.  At  least,  he  implies,  the  ancient 

Greeks  still  wondered  at  the  natural  world  and  seemed  more  closely  in  touch  with  it. 

e.  1)  Proteus:  a sea  god  who  is  an  attendant  of  Poseidon,  the  god  of  the  sea.  Proteus  is  an  old  man  of  the  sea  and  can 

foretell  the  future.  He  can  also  change  his  shape  at  will. 

2)  Triton:  the  son  of  Poseidon,  the  god  of  the  sea,  and  Amphitrite.  Triton  is  a merman  - human  above  waist,  fish- 
shaped below.  He  is  often  depicted  as  blowing  a conch  shell. 

f.  According  to  Wordsworth  the  dominant  value  of  his  world  was  materialism.  He  implies  that  people  no  longer  care 
about  the  natural  world;  rather,  they  value  their  own  worldly  possessions. 

g.  Responses  will  vary.  In  your  answer  make  sure  you  provide  specific  examples  to  back  up  your  ideas. 

h.  Responses  will  be  personal.  Be  realistic  in  your  own  self-appraisal. 

Section  1:  Activity  2 

1.  Responses  will  vary.  Here  are  some  possible  ad  campaigns  using  propaganda  in  a positive  cause: 

• anti-smoking  ads  • health/exercise  ads 

• anti-drug  ads  • charity  ads  (for  example,  United  Way,  UNICEF) 

2.  Responses  will  vary.  Here  are  a few  possibilities: 


• billboards 

• skywriting 

• telephone  directories 

• caps 

• posters 

• bumper  stickers 

• business  cards 

• sports  bags 

* neon  signs 

• public  transit  ads 

• magazines 

• T-shirts 

a. 

fact 

d.  opinion 

g.  opinion 

j.  fact 

b. 

opinion 

e.  opinion 

h.  opinion 

k.  fact 

c. 

opinion 

f.  fact 

i.  fact 

1.  opinion 

Section  1 : Activity  3 

1.  Responses  will  vary.  Here  are  some  possibilities: 

• improved  appearance  (beauty,  style,  cleanliness) 

• security  in  old  age  (independence) 

• praise  from  others  (for  one’s  intelligence,  knowledge,  appearance,  or  taste) 

• more  comfort  (ease,  luxury,  convenience,  self-indulgence) 

• business  advancement  (better  job,  success) 

• increased  enjoyment  (from  entertainment,  food,  drink,  and  other  physical  pleasures) 
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2.  a. 

iii 

d. 

iii  (or  vi) 

g- 

ix 

j.  vii 

b. 

i 

e. 

iii 

h. 

V 

k.  ix 

c. 

ii 

f. 

iv 

i. 

vi 

1.  viii 

Section  1 : Activity  4 

1 . a.  This  slogan  compliments  the  customer.  The  customer  feels  special  in  that  this  business  goes  out  of  its  way  for  him  or 

her. 

b.  This  slogan  stresses  the  superiority  and  reliability  of  its  product. 

c.  This  slogan  works  on  consumers’  fear  of  losing  their  money  while  travelling. 

d.  This  slogan  appeals  to  the  customer’s  desire  to  feel  good. 

e.  This  slogan  appeals  to  a person’s  desire  to  stand  out  in  a crowd  and  to  excel. 

2.  Responses  will  vary  greatly  here,  but  following  are  some  possibilities.  It  would  be  interesting  to  compare  them  with  what 
you  came  up  with. 

a.  “For  Those  Who  Fly  Above  the  Rest”:  This  is  a snob-appeal  slogan  which  would  attract  those  people  who  want  to 
feel  superior. 

b.  “Virtually  Trouble-Free  Service”:  This  slogan  uses  a “weasel”  word  - virtually  - which  misleads  consumers  into 
thinking  this  product  is  better  than  it  probably  really  is. 

c.  “The  Official  Sportswear  of  the  NBA”:  This  endorsement  by  a recognized  association  stresses  the  product’s 
reliability. 

d.  “Serving  Albertans  Since  1947”:  This  slogan  stresses  the  longevity  of  the  company,  which  would  increase  consumer 
confidence  in  that  firm. 

e.  “Treat  Yourself  to  a Ski  Holiday”:  This  slogan  appeals  to  the  consumer’s  desire  to  have  a break  and  feel  good. 


Section  1 : Activity  5 

1 . Responses  may  vary  somewhat. 

a.  • . . .serving  Albertans  since  1992 

• “Totally  safe!”  says  Dr.  Mel  Anoma 

b.  • special  formula 

• amazing  breakthrough 

• revolutionary  new  tanning  marvel 

c.  Join  the  crowd  and  come  on  down  to  the  beach! 

d.  up  to 


e. 


Chuck  Beefcake  speaks  out 
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2.  Again  responses  may  vary  somewhat.  Here  are  some  possibilities: 

• “Don’t  you  deserve  a tan. . .”  appeals  to  people’s  sense  of  deserving  something. 

• “Your  girlfriend  will  love  you  for  it”  appeals  to  people’s  desire  to  be  loved  and  found  attractive  by  the  opposite  sex. 

• “Enjoy  that  youthful  look  once  again. . .”  appeals  to  a desire  to  look  and  act  youthful. 

• “ ‘I,  too,  was  concerned. . .’  ” plays  on  the  public’s  fear  of  skin  cancer. 

• “Remember  to  recycle!”  cashes  in  on  the  public’s  desire  to  be  environmentally  conscious. 

3.  Again  responses  will  vary.  There  aren’t  many  statements  of  fact  in  this  ad,  but  here  are  some  possibilities: 

• . . .helps  block  the  sun’s  harmful  rays  up  to  99% 

• “Totally  safe!” 

• Insta-Tan  is  made  by  Carcinoma  Industries 

4.  a.  Yes,  it’s  “The  Quick  Tan  Solution.” 

b.  The  message  here  is  that  this  product  is  fast  acting.  There’s  no  need  to  wait  for  a tan  anymore.  It  plays  upon  the 
public’s  desire  for  quick  results. 

5.  Responses  will  vary.  Your  answer  should  make  specific  reference  to  the  ad. 

6.  This  ad  is  deceptive  because  it’s  unclear  exactly  how  this  product  allows  a person  to  tan  faster  and  more  safely.  What  is  this 
special  formula  that’s  referred  to?  The  ad  says  it  blocks  rays  up  to  99%;  does  that  mean  95%  or  25%?  Under  what 
conditions  can  this  percentage  change? 

7.  The  target  audience  is  likely  those  people  in  their  early  middle  years  who’d  like  to  recapture  their  youth. 

8.  Responses  will  vary,  but  the  advertisement  seems  to  say  the  following  about  our  society: 

• People  are  concerned  about  the  environment  (ozone-layer  deterioration  and  recycling). 

• People  want  quick  results. 

• People  think  that  tanned  bodies  are  attractive. 


Section  1 : Follow-up  Activities 
Extra  Help 
Part  A 

1 . Responses  will  be  personal,  though  most  people,  if  totally  honest,  would  probably  answer  yes  to  both  questions. 

2.  Here  are  some  of  the  techniques  illustrated: 

• expert  testimony  from  government  officials 

• celebrity  testimonial  (athlete) 

• use  of  attractive  women  to  sell  sunglasses 

• use  of  subliminal  messages  (the  use  of  hidden  messages  to  influence  the  subconscious  mind) 

3.  Some  of  the  conventions  are 

• a constant  reference  to  dates  and  time  • the  mystery  informant 

• re-creations  • concealing  of  the  identity  of  a well-known  figure 

• interviews  with  people  involved  • the  use  of  experts 

• evidence  (photos,  letter,  charts)  • an  authoritative  male  narrator 
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4.  Infomercials  are  becoming  more  and  more  popular.  Many  people  don’t  recognize  them  as  commercials  because  of  their 
format.  They  last  usually  half  an  hour,  and  they  have  a guest  and  host  and  sometimes  even  a studio  audience.  Viewers 
believe  they’re  watching  a type  of  documentary.  Infomercials  try  to  give  the  public  more  evidence  that  the  product  or 
service  being  sold  is  the  best  available. 


Part  B 

5.  The  only  real  claim  in  this  ad  is  product  benefit.  There  is  the  suggestion  that  Eco-Pure  will  help  people  live  better  lives  and 
satisfy  a need  to  be  close  to  nature. 

6.  This  ad  tries  to  persuade  consumers  mostly  at  the  appeal  level.  The  picture  of  the  rural  setting,  the  mountains,  and  the  lake 
all  appeal  to  the  modern  person’s  need  to  escape  the  big  city  and  get  back  to  nature. 

7.  a.  The  slogan  is  “Mother  Nature’s  Favourite  Drink.” 

b.  The  message  here  is  that  this  product  is  so  “natural”  that  Mother  Nature  herself  would  endorse  it. 

8.  Responses  will  vary.  Be  sure  that  you  support  your  opinions  with  specific  reference  to  the  ad.  One  point  that  should  be 
mentioned  is  that  the  ad  does  not  tell  you  anything  about  the  kind  of  drink  it  is.  Is  this  effective? 

9.  The  ad  seems  to  be  targeted  at  environmentally  conscious  people  who'd  like  to  escape  the  fast-paced  life  and  get  back  to 
nature. 

10.  The  main  belief  behind  the  ad  is  that  somehow  life  in  the  country  is  automatically  better  than  life  in  towns  or  cities.  The 
“good  life”  is  to  be  found  in  a natural  environment. 


Enrichment 

Were  you  surprised  at  what  you  discovered?  Did  you  find  that  advertisers  pick  their  target  audiences  very  carefully?  What  sorts 
of  techniques  seemed  to  predominate  in  the  commercials  you  watched? 


Section  2:  Activity  1 

1 . The  references  to  the  West  End  and  the  Royal  Family  suggest  that  the  story  is  probably  set  in  London,  England.  The  fact  that 
the  brothers  made  riding  boots  by  hand  suggests  that  the  story  is  set  some  time  ago,  perhaps  in  the  nineteenth  century. 

2.  Responses  will  vary  somewhat.  The  narrator  probably  comes  from  a well-to-do  home  because  the  members  of  his  family 
can  afford  to  have  their  boots  tailor-made  in  a shop  that  is  “most  fashionably  placed  in  the  West  End.”  He's  probably  well 
educated  as  is  indicated  by  his  use  of  language.  For  example,  he  says,  “That  tenement  had  a certain  quiet  distinction.”  It’s 
apparent  that  he’s  appreciative  of,  and  curious  about,  the  craftsmanship  of  the  Gessler  brothers.  He  describes  the  boots  in  the 
window  with  these  words:  “the  patent  leathers  with  cloth  tops,  making  water  come  into  one’s  mouth.” 

3.  Responses  will  vary.  Try  to  predict  how  the  relationship  between  the  narrator  and  the  Gessler  brothers  will  develop.  How 
might  things  turn  out? 
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4.  Responses  will  vary  somewhat  but  should  look  something  like  these: 


You’re  right;  it’s  an  example  of  situational  irony  - something 
you’ll  remember  from  Module  2.  I’ll  explain:  Situational  irony 

occurs  when  the  reader’s  expectations  are  confounded. 
We’d  expect  Mr.  Gessler  to  be  successful,  but  the  very 
qualities  that  should  have  assured  this  help  bring  about 
his  failure.  Now  isn’t  that  ironic?  Anything  else? 


That’s  a really  good  question.  Have  you  considered 
that  often  if  someone  cries  in  a story,  it  shows  that 
that  person  has  come  to  a new  awareness  or 
understanding?  Here  the  narrator  cries  for  the  loss 
of  a true  craftsman  who  put  his  heart  and  soul  into 
his  work  but  who  was  never  recognized. 


5.  Responses  will  vary'.  Compare  yours  to  these: 


The  narrator: 

• He’s  a wealthy  English  gentleman  (he  buys  tailor-made  boots  in  a shop  that’s  in  a very  fashionable  part  of  town,  and 
he  travels  away  for  a year). 

• He  recognizes  and  values  quality  (he  returns  again  and  again  to  the  same  shop). 

• He’s  loyal  to  the  Gessler  brothers  (he  feels  guilty  when  he  buys  boots  elsewhere). 

Mr.  Gessler: 

• He’s  a simple  and  unhurried  craftsman  of  German  descent  who’s  devoted  his  life  to  making  only  the  finest  of  boots. 

• He’s  truly  committed  to  excellence.  He  works  with  only  the  best  leather  and  guarantees  his  boots.  He  offers  to  refund 
the  narrator  for  the  boots  that  creaked. 

• He  takes  an  enormous  pride  in  his  work,  which  he  equates  with  his  own  honour. 

• He  regards  his  work  as  an  extension  of  himself.  Once  Mr.  Gessler  remarks  that  some  boots  “are  bad  from  birdt.”  He 
makes  his  boots  lovingly  with  a sense  that  he’s  creating  a work  of  art. 

6.  Mr.  Gessler  values  a quality  product,  but  quality  takes  time.  Society  places  greater  value  on  efficiency  and  speed.  Clients 
are  more  impressed  by  the  claims  of  the  neighbouring  business  that  they  make  boots  for  the  Royal  Family.  Even  the  narrator 
says  that  “your  boots  are  really  too  good,  you  know.”  Mr.  Gessler  agrees  and  adds  ironically  “beople  do  not  wand  good 
boods,  id  seems.”  Throughout  the  tale  this  tension  between  modern  methods  and  shortcuts  on  the  one  hand,  and  quality  work 
on  the  other,  continues.  The  narrator,  in  a pinch,  buys  a pair  of  boots  from  another  firm,  but  they’re  inferior.  The  narrator 
tells  us  that  the  left  boot  “endeavouring  to  be  fashionable,  was  not  quite  comfortable.”  Mr.  Gessler  criticizes  his  competition 
for  their  lack  of  quality  in  their  work.  “Dose  big  virms  ‘ave  no  self-respect,”  he  says.  He  realizes  that  he’s  losing  business  to 
them  for  the  wrong  reasons  when  he  says  “dey  get  id  by  adverdisement,  nod  by  work.” 
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7.  Responses  will  vary  here,  but  you  may  want  to  compare  your  answer  to  the  following: 

The  story  points  out  people’s  desire  for  quick  and  easy  solutions  and  products.  Quality  takes  time,  but  today 
nobody  has  the  time;  rather  people  want  fast  food  and  economy.  “Lose  twenty  pounds  in  three  days”  is  a slogan 
that  appeals  to  the  modem  person.  The  narrator  talks  about  the  Gessler  shop  as  not  one  in  which  you  say  “Please 
serve  me,  and  let  me  go.”  The  story  seems  to  be  saying  that  people  have  forsaken  quality  in  order  to  be  satisfied 
right  away. 

8.  Responses  will  be  personal.  Ask  yourself  the  following  questions; 

• Is  quality  important  to  you? 

• Do  you  try  your  best,  or  do  you  often  look  for  an  easy  way  out? 


Section  2:  Activity  2 

1.  Responses  will  vary.  Compare  yours  to  the  following: 

Advantages:  • It  approximates  real  life. 

• It  unifies  the  story  (all  details  relate  to  one  character). 

Disadvantages:  • It  has  a limited  field  of  observation. 

• It  provides  no  opportunity  for  direct  interpretation  by  the  author. 

2.  a.  The  story  was  “You  Should  Have  Seen  the  Mess”  by  Muriel  Spark. 

b.  Responses  will  vary,  but  they  should  suggest  that  in  the  story  the  author  tries  to  point  out  how  some  people  judge  others 
using  a very  superficial  set  of  criteria.  As  a result,  they  miss  what’s  more  important  about  people  - what  they’re  like 
inside.  This  theme  strikes  home  much  more  tellingly  when  the  reader  sees  things  as  Lorna  understands  them;  readers 
feel  her  limitations  and  realize  how  they  cripple  her  approach  to  people  and  life. 

3.  Responses  may  vary.  Compare  yours  to  the  following: 

Advantage:  It’s  very  flexible,  allowing  readers  to  see  into  the  minds  of  all  the  story’s  characters. 

Disadvantage:  Authors  may  lose  the  illusion  of  reality  if  they  shift  too  much  from  one  character  to  another. 

4.  Basically  the  advantages  and  disadvantages  are  the  same  as  for  the  first-person  point  of  view  (see  the  suggested  answer  for 
question  1).  Probably,  though,  this  narrative  perspective  can’t  approximate  real  life  as  well  as  the  first-person  viewpoint  can. 

5.  Responses  may  vary.  Compare  yours  to  the  following: 

Advantage:  It’s  fast  paced  and  seems  realistic. 

Disadvantage:  • It  relies  heavily  on  action  and  dialogue. 

• It  offers  no  opportunity  for  interpretation  by  the  narrator. 

6.  a.  “The  Broker  Globe”:  first  person 

b.  “X”:  omniscient 

c.  “Jewish  Christmas”:  first  person 
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d.  “Cowboys  and  Indians”:  principally  objective  (There  are  moments  when  an  omniscient  perspective  is  assumed  and  the 
reader  is  told  what  a character  is  feeling,  for  example,  “The  interpreter  stiffened  in  fright.”) 

e.  “Cornet  at  Night”:  first  person 

f.  “An  Astrologer’s  Day”:  principally  limited  omniscient  (There  are  moments  when  an  omniscient  perspective  is 
assumed  and  readers  see  into  the  minds  of  other  characters,  for  example,  “‘You  know  my  name!’  the  other  said,  taken 
aback.”) 

Section  2:  Activity  3 

1.  a.  iii  c.  vi  e.  viii  g.  x i.  ii  k.  v 

b.  ix  d.  xi  f.  iv  h.  i j.  vii 

2.  The  words  you  used  to  describe  the  tone  of  voice  may  vary  but  should  convey  the  same  meanings  as  the  following: 


Tone  of  Voice 

First  reading: 

angry  or  indignant  tone 

Second  reading: 

sad  or  despondent  tone 

Third  reading: 

humorous  tone 

3.  Responses  will  vary.  Perhaps  the  author  leams  that  truth  isn’t  a constant.  In  time  all  things  pass,  and  what  was  once 
considered  truth  is  no  longer  so  considered.  As  well,  he’s  learned  that  life  cannot  be  reduced  to  an  equation  on  a blackboard. 
It’s  far  too  complex  to  be  simplified  in  such  a way. 

4.  The  author  spends  his  life  working  at  physical  jobs.  He  rejects  the  idea  of  permanence,  preferring  to  wander  from  job  to  job. 

5.  One  could  infer  that  he  values  experience  and  working  with  his  hands.  He  values  a simple  life  with  its  simple  pleasures.  As 
well,  he  values  freedom  from  the  constraints  of  permanent  jobs. 

6.  Responses  will  be  personal.  Be  sure  to  write  down  concrete  reasons  why  you  agree  or  disagree. 

7.  Responses  will  vary.  If  the  author  does  win  your  sympathy,  consider  whether  he  does  so  by  humour  or  irony,  or  in  some 
other  way.  Even  if  you  don’t  share  his  outlook  on  life,  does  it  seem  at  all  appealing  to  you? 

8.  The  tone  of  his  essay  is  lighthearted.  He  pokes  fun  at  education  and  the  idea  of  climbing  the  ladder  of  success. 

9.  Responses  will  vary  somewhat.  Dickie  seems  to  be  pointing  out  that  fulfilment  in  life  can  be  found  by  taking  risks,  by 
changing  jobs,  and  by  challenging  oneself  to  try  the  unknown. 


Section  2:  Follow-up  Activities 
Extra  Help 

1 . Responses  will  vary,  but  you  may  want  to  check  yours  against  the  ones  suggested  here. 

a.  Dear  Diary,  I’ve  just  had  the  most  wonderful  adventure  imaginable.  I thought  I was  so  lucky  when  I won  front-row 
seats  to  the  Johnny  Glitz  concert,  but  that  was  nothing  compared  to  what  happened  to  me.  Just  before  my  favourite 
song,  “Rockin’  Rockies,”  he  invited  me  - yes  ME  - on  stage  to  dance  with  him  while  he  sang.  I thought  I would  just  die 
right  there.  It  was  so  wonderful ! I wonder  why  he  chose  me?  It  must  be  destiny. 
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b.  Dear  Ellen, 

You’ll  never  believe  what  happened  tonight.  Danielle  was  at  the  Johnny  Glitz  concert,  and  she  had  front-row  seats. 
Right  between  songs  Johnny  reaches  down  for  her  and  asks  her  to  go  up  on  stage  with  him.  Danielle  was  so  excited  she 
almost  fainted.  The  dance  seemed  to  last  forever,  and  Danielle  was  enjoying  every  second  of  it.  After  the  song  she 
returned  to  her  seat  with  tears  of  joy  streaming  down  her  face.  She’s  never  looked  so  excited. 

Your  friend, 

Debbie 

c.  Last  night’s  sold-out  concert  by  rock  star  Johnny  Glitz  was  packed  with  teenagers.  The  crowd  on  hand  gave  Johnny  a 
particularly  strong  ovation  when  he  invited  one  of  the  local  girls,  Danielle  Bouvier,  on  stage  to  dance  with  him.  This 
sold-out  performance  is  the  fourth  for  Johnny  on  his  tour  of  Western  Canada,  which  comes  on  the  heels  of  his  newly 
released  album  “It’s  Money  in  the  Bank.”  Next  week  local  fans  can  look  forward  to  the  new  up-and-coming  band,  The 
Tactile  Sensations. 

d.  Danielle  arrived  at  the  concert,  unable  to  hide  her  excitement  from  her  friend  Debbie.  Having  won  front-row  seats  to  the 
Johnny  Glitz  concert,  this  evening  was  all  she  could  talk  about.  Debbie  also  enjoyed  Johnny’s  music  but  not  to  the  same 
extent.  Both  cheered  and  screamed  when  Johnny  came  on  stage.  He  was  dressed  in  black  leather.  After  the  first  few 
songs,  Johnny  felt  the  concert  needed  to  pick  up  the  pace,  so  he  decided  to  use  the  tried-and-true  method  - involve  the 
audience.  He  searched  the  front  row  for  a friendly  face.  This  one  girl  was  just  beaming,  and  he  knew  he  had  the  right 
one.  He  reached  down,  beckoning  her  to  join  him.  In  a few  seconds  they  were  swaying  to  the  music  together.  Danielle 
thought  this  was  the  most  wonderful  thing  that  had  ever  happened  to  her.  Johnny,  by  contrast,  just  kept  telling  himself 
“It’s  money  in  the  bank.” 


Paragraph  a: 

first  person  (major  character) 

Paragraph  b: 

first  person  (minor  character) 

Paragraph  c: 

objective 

Paragraph  d: 

omniscient 

Enrichment 

1 . Responses  will  vary  somewhat.  Compare  yours  to  the  following. 

a.  Grandmother  MacLeod  had  longed  all  her  life  to  be  a lady,  yet  the  reality  of  the  Depression  had  destroyed  her  family’s 
ability  to  provide  this  sort  of  lifestyle.  She  was  caught  between  harsh  economic  reality  and  the  world  of  illusions  of 
gentility  on  which  she’d  based  her  life. 

b.  Vanessa’s  father  longed  for  a life  of  travel  and  adventure,  but  when  his  older  brother,  Roderick,  died,  he  felt  it  was  his 
responsibility  to  pick  up  where  Roderick  had  left  off.  He  became  a doctor. 

c.  Grandfather  MacLeod  had  wanted  to  be  a classical  scholar;  but  his  father  was  a doctor,  so  he  became  a doctor  too,  in  a 
town  where  no  one  shared  his  scholarly  interests. 

2.  The  sparrow  was  trapped,  as  were  so  many  of  the  characters  - trapped  in  lives  they  didn’t  want.  Grandmother  MacLeod  was 
trapped  in  poverty  while  Vanessa’s  father  was  trapped  in  his  job  and  responsibilities.  His  father  had  been  similarly  trapped. 

3.  Statements  of  theme  will  vary;  probably  the  last  sentence  in  the  story  expresses  the  theme  as  well  as  anything:  “I  felt  that 
whatever  God  might  love  in  this  world,  it  was  certainly  not  order.”  In  other  words,  the  story  seems  to  say  that  often  people 
cannot  control  the  directions  their  lives  take.  We  try  to  make  plans,  but  reality  keeps  getting  in  the  way. 
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Section  3:  Activity  1 


1.  Responses  will  vary.  The  speech  makes  clear  just  how  powerful  the  impact  of  white  culture  has  been  on  native  cultures  and 
how  the  destruction  of  the  values,  traditions,  and  way  of  life  of  Native  Canadians  has  left  a void  that’s  been  destructive  of 
the  self-respect  of  many  native  people. 


2.  Responses  will  vary.  Here  are  a few  techniques  you  might  have  noticed: 


• repetition 

• contrast  and  comparison 

• metaphors  and  similes 

• many  concrete  examples 


• vivid  imagery 

• personal  appeals 

• specific  ideas  for  improving  things 

• rhetorical  questions  (questions  that  don’t  expect  answers,  but  are  asked  for  effect) 


You  may  well  have  noticed  other  techniques.  Unfortunately,  isolating  and  listing  rhetorical  techniques  will  destroy  the 
power  and  beauty  of  any  speech.  Chief  Dan  George  was  a natural  orator  - an  artist  - and  the  strength  of  “My  Very  Good 
Dear  Friends.  . .”  can  be  appreciated  only  by  hearing  or  reading  it  in  its  entirety.  Analysis  and  dissection  may  help  us 
understand,  but  always  remember  that  they  do  destroy  whatever  is  being  dissected. 


3.  a.  Responses  will  vary  somewhat.  Chief  Dan  George  probably  wanted  to  raise  people’s  consciousness  about  problems 
native  people  have  integrating  into  white  society.  He  was  also  trying  to  outline  what  Natives  want,  and  how  whites  can 
help  them  regain  their  dignity  and  sense  of  self-worth. 


b.  Responses  will  vary.  Did  you  defend  your  ideas? 

4.  The  issue  is  whether  or  not  the  minimum  wage  should  be  raised. 

5.  The  editor  proposes  that  the  minimum  wage  rise  as  the  average  of  all  wages  in  the  province  increases. 

6.  The  author  believes  that  it  would  be  easier  on  both  employer  and  worker.  It  would  also  be  fairer  to  taxpayers,  who  pay  for 
social  assistance  and  income  supplements,  because  the  minimum  wage  is  so  low  many  people  now  prefer  not  to  work. 

7.  The  arguments  appeal  primarily  to  logic.  The  author  claims  that  this  plan  would  in  fact  be  beneficial  to  all  parties  - 
employer,  employees,  taxpayers,  and  the  workers  themselves.  (It  could  be  argued,  though,  that  in  telling  taxpayers  that 
raising  the  minimum  wage  will  save  them  money,  the  writer  is  playing  on  a basic  human  desire.) 


8.  Responses  will  vary.  If  you  disagree,  provide  evidence  to  support  your  argument. 

9.  Letter  A:  The  tone  of  this  letter  is  chiefly  one  of  anger  and  annoyance. 

Letter  B:  The  tone  of  this  letter  is  reasoned  and  patient. 

10.  Letter  A used  more  connotative  words.  A few  examples  are  as  follows: 


• lunacy 

• propaganda 

• decaying;  putrefying 

• civilized 


• torturing;  mutilating 

• hopelessly 

• gluttons 

• brainwashed 


Did  you  find  others? 

1 1 .  Responses  will  vary  somewhat.  Both  writers  seem  to  value  good  health.  The  writer  of  Letter  A seems  to  value  the  decent 
treatment  of  animals  while  the  writer  of  Letter  B is  clearly  concerned  with  world  hunger  and  the  future  of  the  planet. 
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12.  Responses  will  vary,  but  most  analysts  will  likely  find  Letter  B more  effective.  Letter  A has  the  advantage  of  being  lively 
and  entertaining,  and  it  clearly  conveys  the  strength  of  the  writer’s  feelings.  However,  this  letter  is  severely  flawed.  Here 
are  a few  of  its  obvious  faults: 

• The  tone  is  rude  and  abusive  (“What’s  all  this  lunacy. . .?”)  This  will  create  antagonism  rather  than  persuade  others 
to  adopt  the  viewpoint  of  the  writer. 

• The  writer  claims  to  present  facts,  but  really  just  strings  together  a lot  of  emotive  language  (Decaying. . . flesh  is 
hardly  a food  fit. . .) 

• The  writer  twists  facts  and  distorts  the  truth.  For  example,  slaughtering  animals  does  not  involve  torture  and 
mutilation,  and  it’s  done  to  provide  food,  not  because  it  gives  people  pleasure. 

• The  writer  universalizes.  For  example,  he  asserts  that  “Everyone. . . is  in  the  pocket  of  the. . . lobby.” 

• The  writer  makes  bald  assertions  without  providing  any  evidence  to  back  them  up.  (“ Canada ’s  Food  Guide. . . is 
hopelessly  out  of  date.) 

By  contrast,  Letter  B has  a reasoned  tone,  it’s  polite  throughout,  it  gives  evidence  for  the  assertions  it  makes,  and  it  gives  the 
impression  that  the  writer  would  be  open  to  discussion  rather  than  closed-minded  on  the  issue.  Even  if  you  disagreed  with 
this  letter,  it  would  probably  make  you  think  about  the  issue;  it  wouldn’t  just  make  you  angry. 


Section  3:  Activity  2 

1 .  Add  up  your  points  and  rate  yourself  according  to  the  following  scale. 


80-100 

is  a good  sensitive  listener 

60-80 

makes  an  effort  to  listen  well  but  could  improve  focus  and  concentration 

below  60 

needs  to  work  on  listening  skills 

2.  There  is  no  suggested  answer  for  question  2. 

3.  a.  The  speaker  appeals  to  Margot’s  desire  to  indulge  herself  a little,  to  her  fear  of  gaining  weight,  to  her  desire  to  be 

“cool”  and  one  of  the  gang,  to  her  desire  to  appeal  to  the  opposite  sex,  and  to  her  conscience.  Did  you  come  up  with 
anything  else? 

b.  Here  are  a few  of  the  speaker’s  logical  fallacies: 

• Because  the  speaker  couldn’t  see  any  harm  being  done  Margot,  she  assumed  there  was  none. 

• She  commits  the  “ad  hominem”  fallacy  whereby  you  attack  your  opponents  personally.  She  does  this  by  calling 
people  opposed  to  smoking  “fanatics”  and  “puritans.” 

• She  generalizes  from  one  instance  - her  sister’s  weight  - to  conclude  that  everyone  who  quits  smoking  will  put 
on  weight.  She  does  this  again  when  she  argues  that  because  the  boys  like  Lori,  they’ll  like  all  female  smokers. 

• She  sees  a cause-effect  relationship  where  none  has  been  proven  when  she  implies  that  boys  find  Lori  attractive 
because  she  smokes.  There  are  probably  other  reasons. 

• She  univeralizes  when  she  says  this  sort  of  thing  about  people  opposed  to  smoking: 

- They’re  “all  a bunch  of  fanatics” 

- “All  they  want  is  . . .” 

- They’re  “all  nerds  anyway” 


Did  you  find  other  fallacies? 
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c.  Here  are  some  connotative  words.  Perhaps  you  found  others. 

• garbage  • fanatics  • puritans  • nonsense 

d.  Responses  here  will  be  personal. 

e.  Responses  will  vary.  Did  you  find  yourself  arguing  against  your  friend,  or  did  you  support  the  position? 


Section  3:  Activity  3 

1 . a.  The  subject  of  your  speech  is  your  beliefs  and  values. 

b.  Your  audience  is  the  school  population  made  up  of  students,  teachers,  administrators,  and  perhaps  some  invited  quests 
from  central  office. 

2.  a.  Responses  will  vary.  Since  the  speech  is  about  your  values  and  beliefs,  you’ll  be  your  own  principal  source.  For 

support  you  could  use  your  library,  parents,  and  friends.  Other  ideas? 

b.  Responses  will  vary  here. 

c.  Your  purpose  will  likely  be  to  explain  your  beliefs  and  values  clearly  and,  perhaps,  to  persuade  your  audience  of  their 
significance  and  importance.  You  probably  also  hope  to  entertain  your  audience  - to  keep  their  interest  and  arouse  their 
enthusiasm. 

3.  Read  over  your  introduction  (tape  it  and  play  it  back  if  possible).  Is  it  clear?  Is  it  interesting?  Does  it  establish  your  subject 
and  the  point  of  view  you’re  adopting? 

4.  Read  over  the  body  of  your  speech  (tape  it  and  play  it  back  if  possible).  Is  the  tone  conversational?  Do  you  maintain  the 
tone  consistently?  Is  your  presentation  interesting?  Is  it  clear? 

5.  Read  over  your  conclusion  (tape  it  and  play  it  back  if  possible).  Do  you  “tip  off’  your  audience  that  you’re  drawing  to  a 
close?  Do  you  summarize  your  position  or  hit  some  of  the  highlights?  Do  you  end  dyamically?  Does  the  conclusion  round 
off  your  talk,  or  does  it  leave  the  listener  hanging? 


Sections:  Activity 4 


Responses  will  vary.  Here  are  some  common  factors  you  probably  came  up  with: 


• nervousness 

• a lack  of  preparation 

• a monotone  voice 

• insufficient  volume 


• a lack  of  humour 

• an  attempt  to  read  rather  than  talk 

• too  fast  a pace,  with  few  pauses 

• an  inappropriate  tone  for  the  audience 


Did  you  think  of  others? 


Section  3:  Follow-up  Activities 

Extra  Help 

1 . Responses  to  the  questionnaire  will,  of  course,  be  personal.  Are  you  a good  listener  or  do  you  need  to  work  on  your  listening 
skills? 
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2.  Answers  will  vary  somewhat.  Compare  your  list  of  devices  to  the  following: 

• Glittering  generalities:  “perfect  car,”  “uniquely  designed,”  “limited  edition,”  “genuine  imitation  leather,”  “classy 
car” 

• Snob  appeal:  “executively  driven,”  “a  person  of  your  distinction,”  “you’ll  be  the  envy” 

• Compliment  to  the  buyer:  “a  person  who  recognizes  a bargain” 

• Weasel  words:  “virtually  a collector’s  item” 

• Image:  “Doesn’t  it  make  you  feel  like  a million  bucks?” 

• Fear  of  missing  an  opportunity:  “Now  this  car  won’t  last  long  at  this  price.” 

• Thrift:  “special,”  “its  normal,  everyday  low  price,”  “bargain” 

Did  you  spot  other  techniques? 

3.  Assuming  it’s  true,  you  learn  that  the  car  has  had  only  one  owner.  That’s  about  all  you  really  learn. 

4.  Responses  will  vary.  Here  are  some  areas  not  addressed  by  the  salesperson: 

• price  • mileage  • condition  of  the  engine 

5.  Responses  will  vary,  but  the  arguments  don’t  present  any  really  solid  information  on  which  you  can  decide  to  make  a major 
purchase.  The  claims  and  appeals  are  empty  of  information.  You  probably  shouldn’t  accept  the  argument. 

Enrichment 

There  are  no  suggested  answers  for  the  Enrichment. 

Transcripts  of  Audiocassette  Selections  (for  hearing-impaired  students) 

Section  3:  Activity  2 


Margot,  I really  don’t  know  why  you’re  trying  to  stop 
smoking.  It  wasn’t  doing  you  any  harm  as  far  as  I could 
see  and  I know  you  really  enjoyed  those  cigarettes.  After 
all,  life’s  short;  why  give  up  the  few  little  pleasures  it 
offers?  Know  what  I mean? 

Surely  you  don’t  believe  all  this  garbage  about 
smoking  and  lung  cancer  and  heart  disease?  I’ll  bet  there 
haven’t  been  any  conclusive  studies.  These  anti-smoking 
types  are  all  a bunch  of  fanatics  as  far  as  I can  see;  I’m 
sure  they  cook  the  results  of  whatever  studies  there  are 
just  to  make  people  quit.  They’re  like  the  old  puritans 
you  read  about  in  history  books;  they  get  upset  if  they  see 
anybody  having  a good  time.  All  they  want  to  do  is  ruin 
everyone’s  pleasure. 


And  then,  of  course,  there’s  your  weight.  That’s  why  I 
started  smoking,  and  just  look  at  my  figure.  I haven’t 
gained  a pound  in  years.  My  sister  Lorraine  quit  smoking 
and  she’s  now  at  least  fifteen  pounds  heavier  than  I am. 
Surely  you  don’t  want  to  put  on  fifteen  pounds! 

Besides,  everyone  else  in  the  group  smokes.  It’s  cool. 
Nonsmokers  are  all  nerds  anyway.  And  the  guys 
definitely  go  for  girls  who  smoke;  I mean,  Lori  smokes 
more  than  anyone  I know,  and  she  turns  down  more  dates 
than  most  of  us  ever  get. 

So  why  don’t  you  just  forget  all  this  nonsense  and  have 
a cigarette?  After  all,  you’re  my  best  friend,  and  if  you 
quit  I’ll  probably  start  feeling  guilty.  You  wouldn’t  want 
that  on  your  conscience,  would  you? 
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Section  3:  Extra  Help 


Hi  there!  Welcome  to  the  Excellent  Used  Car  Lot  - 
home  of  the  generic  automobile.  You  know,  I have  the 
perfect  car  for  you.  This  vehicle  is  uniquely  designed  to 
fit  your  personality.  This  is  a one-owner  car,  executively 
driven  I might  add.  In  fact,  did  you  know  this  model  is  a 
limited  edition?  You  bet.  It’s  virtually  a collector’s  item. 
You  must  have  read  in  the  paper  that  we  have  a special  on 
this  one  for  today  only?  That’s  right;  tomorrow  it  goes 
back  to  its  normal,  everyday  low  price. 


I can  see  you’re  a person  who  recognizes  a bargain. 
This  car  is  affordable.  Now  sit  behind  the  wheel,  sink 
down  into  that  genuine  imitation  leather.  Doesn’t  it  make 
you  feel  like  a million  bucks?  I can  see  you  driving  down 
the  street  in  this  automobile;  a person  of  your  distinction 
should  drive  a classy  car  like  this  one.  You’ll  be  the  envy 
of  the  neighbourhood.  Now  this  car  won’t  last  long  at 
this  price.  It’ll  likely  be  gone  tomorrow.  Now,  do  we 
have  a deal? 
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